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With this handbook we have tried to provide you with the best possible information about the

German market. In view of around 4,000 publishing companies and at least 1,200 Independent

record companies, those listed represent a mere extract from the German music industry; we

therefore do not claim to guarantee the completeness of the information.

All data was collected and checked with the greatest care. GermanSounds AG can provide no

guarantee for the correctness of the contents.

Should you have any further questions or suggestions for improvement, please do not hesitate to

contact us at:

GermanSounds AG - Music Export Germany
Fasanenstrasse 85
D-10623 Berlin
Tel.: +49 30 723901-920
Fax: +49 30 723901-929
Email: info@germansounds.de

About GermanSounds AG - Music Export Germany

GermanSounds AG was founded in 2003 with the aim of promoting Germany as a location for

music production to open up foreign markets to German artists and the national music industry.

Whether HipHop, jazz, classical, rock, pop, world or electronic music, GermanSounds

communicates “Made in Germany” to the world, regardless of style, sound or language. The 

concept of GermanSounds AG–Music Export Germany is to display diversity while maintaining

a specific, tangible cultural identity.

GermanSounds offers support by providing market-specific information, personal consultation

and access to databases of contacts to foreign partners and institutions.

GermanSounds AG is a joint venture between the German Music Council and the German music

industry. As a private-public partnership organisation, it is supported by the GEMA and GVL

and the German federal government, under the aegis of Dr. Christina Weiss, the Minister of

State for Culture and Media.
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1. FEDERAL REPUBLIC OF GERMANY –GENERAL FIGURES AND DATA

TABLE 1:
GENERAL DATA

Capital Berlin

State form Parliamentary democracy

Area 357,023 km²

Population 82,531,700

Population density 230.87 inhabitants per km²

Founding of Federal Republic 23 May 1949

Reunification with territory of GDR 03 Oct. 1990

Currency Euro

GDP per capita € 24,100

Time zone CET (GMT+1)

Internet-TLD .de

International telephone access code49

(Data from 2003)
(Source: http://de.wikipedia.org/wiki/Deutschland & http://www.destatis.de/)

1.1 GEOGRAPHY AND DEMOGRAPHY

1.1.1 GEOGRAPHICAL DATA

1.1.1.1 Territory
The Federal Republic of Germany is the most populous country in Europe and is bordered by
nine neighbouring states (Belgium, Denmark, France, Luxemburg, Netherlands, Austria,
Poland, Switzerland, Czech Republic). The longest stretch from north to south amounts to 876
km as the crow flies, from west to east 640 km. Geographically Germany is divided into the
North German Plain with a coast on the North Sea and the Baltic Sea and the islands situated off
the coast, the Low-Mountain Region, the West and South German mountain areas, the South
German Pre-Alps and the Bavarian Alps.

1.1.1.2 Federal States (Länder)
Germany is divided into 16 states (Länder) which enjoy full political sovereignty in some areas.
On 3 October 1990 the accession of the GDR was effected adding to the Federal Republic the
Länder of Brandenburg, Mecklenburg-West Pomerania, Saxony, Saxony-Anhalt and Thuringia.
At the same time East and West Berlin were unified.

http://de.wikipedia.org/wiki/Staatsform
http://de.wikipedia.org/wiki/W%C3%A4hrung
http://de.wikipedia.org/wiki/Zeitzone
http://de.wikipedia.org/wiki/Top_Level_Domain
http://de.wikipedia.org/wiki/Internationale_Telefonvorwahl
http://de.wikipedia.org/wiki/Deutschland
http://www.destatis.de/
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TABLE 2:
FEDERAL STATES (LÄNDER)

Land Area (km2) Population (1.000)* Inhabitants

Total Male Female Per km2

Baden-Württemberg 35,751.64 10,661 5,230 5,431 298

Bavaria 70,549.32 12,387 6,061 6,327 176

Berlin 891.75 3,392 1,651 1,741 3,804

Brandenburg 29,476.67 2,582 1,276 1,306 88

Bremen 404.28 662 320 342 1,638

Hamburg 755.26 1,729 839 890 2,289

Hesse 21,114.88 6,092 2,985 3,107 288

Mecklenburg-West-Pomerania 23,173.46 1,745 864 881 75

Lower Saxony 47,617.97 7,980 3,907 4,074 168

North Rhine-Westfalia 34,082.76 18,076 8,799 9,278 530

Rhineland-Palatinate 19,846.91 4,058 1,991 2,066 204

Saarland 2,568.53 1,065 517 548 415

Saxony 18,413.29 4,349 2,112 2,237 236

Saxony-Anhalt 20,444.72 2,549 1,242 1,307 125

Schleswig-Holstein 15,762.90 2,817 1,376 1,440 179

Thuringia 16,172.21 2,392 1,174 1,218 148

Germany 357,026.55 82,537 40,345 42,192 231

(Source: Statistisches Bundesamt [Federal Statistical Office]. Year/Month/Date: 31.12.2002)
*Results of population projection
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1.1.1.3 Towns

TABLE 3:
TOWNS (IN ORDER OF POPULATION)

1. Berlin 3,392,425

2. Hamburg 1,728,806

3. Munich 1,234,692

4. Cologne 968,639

5. Frankfurt a.M. 643,726

6. Dortmund 590,831

7. Stuttgart 588,477

8. Essen 585,481

9. Düsseldorf 571,886

10. Bremen 542,987

11. Hanover 517,310

12. Duisburg 508,664

13. Leipzig 494,795

14. Nuremberg 493,397

15. Dresden 480,228

(Source: http://de.wikipedia.org/wiki/Deutschland)

N.B. A particularity is presented by the Ruhr: this urban conurbation with a total of approx. 5.5
million inhabitants developed through the merging of several towns of what was once
Germany’s most significant industrial area. The Ruhr consists of towns that include Bochum,
Bottrop, Dortmund, Duisburg, Essen, Gelsenkirchen, Hagen, Hamm, Herne, Mülheim and
Oberhausen.

1.1.2 DEMOGRAPHICAL INFORMATION

1.1.2.1 Population Distribution
Approximately one third of Germany’s inhabitants, around 25 million, live in 82 large towns,
around 50.5 million live in towns from 2,000 to 100,000 inhabitants, around 6.4 million people
live in places of up to 2,000 inhabitants.
The largest conurbation areas are the Berlin catchment area (which has rapidly grown since
reunification) with currently more than 4.3 million inhabitants, and the industrial area of the
Rhine and Ruhr (Ruhr, Leverkusen, Cologne, Bonn etc.) with over 11 million people (around
1,100 per square kilometre).
With a population density of 230 people per square kilometre Germany is one of the most
populous countries in Europe.

http://de.wikipedia.org/wiki/Deutschland
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1.1.2.2 Population Development
Like other European states Germany faces a considerable decline in population and a distinct
ageing of its society due to a low birth rate.

TABLE 4:
POPULATION (IN 1,000S) ACCORDING TO AGE GROUPS (INFORMATION FROM 2003)

under 6 years 4,519.3

6–15 7,642.8

15–25 9,621.7

25–45 24,461.1

45–65 21,426.8

65 and older 14,860.0

(Source: http://www.destatis.de/basis/d/bevoe/bevoetab4.php)

Age Distribution 2001
Germany

in thousands

Male Female

in thousands

http://www.destatis.de/basis/d/bevoe/bevoetab4.php
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FIGURE 1:
AGE PYRAMIDS

(Source: http://www.destatis.de/basis/d/bevoe/bevoegra2.php)

1.1.2.3 Citizenship
Approximately 7.3 million foreigners live in the Federal Republic of Germany today (8.9 percent
of the entire population). Due to a shortage of labour force during the economic upturn of the
old Federal Republic in the 1950s, workers were recruited until the end of 1973 first in Italy and
then in Spain, Portugal, former Yugoslavia, Turkey, Tunisia and Morocco. Many of them
remained in Germany and were later joined by their families.
At the end of 2003 around one third of foreigners had been living in Germany for more than 20
years, around two thirds for more than eight years. More than two thirds of foreign children
living in Germany were born there.
Since the year 2000 children born in Germany of foreign parents have been able to acquire
German citizenship under certain conditions. Around 3.2 million foreigners have acquired
German citizenship since 1970.

Age Distribution 2050
Germany

in thousands

Male Female

in thousands

http://www.destatis.de/basis/d/bevoe/bevoegra2.php
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TABLE 5:
CENTRAL IMMIGRANT REGISTER –2003 –

Total 7,334,765 100

Amount %

1 Turkey 1,877,661 25.6

2 Italy 601,258 8.2

3 Former Yugoslavia 568,240 7.7

4 Greece 354,630 4.8

5 Poland 326,882 4.5

6 Croatia 236,570 3.2

7 Austria 189,466 2.6

8 Russian Federation 173,480 2.4

9 Bosnia and 167,081 2.3

10Portugal 130,623 1.8

11Ukraine 125,998 1.7

12Spain 125,977 1.7

13Netherlands 118,680 1.6

14United Kingdom 113,578 1.5

15France 113,023 1.5

16USA 112,939 1.5

17Rumania 89,104 1.2

18Vietnam 88,208 1.2

19 Iraq 83,821 1.1

20 Iran 81,495 1.1

(Source: Statistisches Bundesamt [Federal Statistical Office])

1.1.2.4 Languages
The official language throughout Germany is German; in parts of Brandenburg and Saxony the
Sorb language is the second official language, as is Danish in one part of Schleswig-Holstein.
Among the people of non-German descent living in Germany, Russian is the most widely spread
native language or second native language (approx. 5 million), followed by Turkish (approx. 3
million), Polish (approx. 2 million), Spanish and the languages of former Yugoslavia.

1.1.2.5 Education
The field of education in Germany falls under the sovereignty of the governments of the
individual Länder and is therefore subject to regional diversity in some areas. School attendance
is compulsory nationally, in some Länder for nine school years and in some for ten.
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For the semester 2002/03, 1,939,233 students were matriculated at Germany’s universities and 
colleges of higher education. These institutions include all state-recognised universities,
colleges, theological and teacher-training colleges, art colleges and administrative colleges.

1.2 ECONOMY, INFRASTRUCTURE, LEISURE

1.2.1 ECONOMY AND FINANCE
With a gross domestic product of over 2.07 trillion euros the German national economy is the
third largest in the world. Although Germany is relatively poor in raw materials, trade and
industry more than compensate for this: in international trade Germany holds second place.
German companies earn almost every third euro in export; almost every fourth job depends on
foreign trade.
Germany is currently in a process of economic and social restructuring with relatively high
unemployment and low economic growth making the creation of new jobs difficult. One reason
among many is the cost of reunification, the increase in globalisation and the ensuing export of
jobs to low-wage countries, as well as the overall international economic situation.

TABLE 6:
BASIC ECONOMIC DATA

2000 2001 2002 2003

GDP real change in % compared to prev. years 2.9 0.8 0.2 -0.1

Nominal GDP in 100,000,000 euros 2030.0 2073.7 2110.4 2129.8

Real GDP in 100,000,000 euros 1969.5 1986.2 1989.7 1987.4

Change in real private consumer spending in %
compared to prev. years 2.0 1.4 -1.0 -0.2

Nominal private consumer spending in 100,000,000
euros 1196.2 1232.7 1236.5 1246.4

*Unemployment level in % 9.6 9.4 9.8 10.5

* Unemployment level in millions 3.9 3.9 4.1 4.3

**Increase of Consumer Price Index in % compared
to prev. years 1.4 2.0 1.4 1.1

***Consumer Price Index (2000 = 100) 100.0 102.0 103.4 104.5

Total population of Germany 82.2 82.3 82.4 82.5

*Percentage of unemployed of working age in Germany (Domicile Concept)
**Consumer Price Index for Germany (change in % compared to previous year)
***Consumer Price Index for Germany (in % for 2000)

(Source: Statistisches Bundesamt [Federal Statistical Office], Bundesagentur für Arbeit [Federal
Employment Services])
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TABLE 7:
EMPLOYEES IN THE RECORDING INDUSTRY

2000 2001 2002 2003

Recorded music manufacturers 13,000 12,200 11,400 10,200

Wholesale and retail trade 22,500 22,000 21,500 19,900

(Source: Jahreswirtschaftsbericht [Annual Economy Report] 2003)

1.2.2 INFRASTRUCTURE
The highly developed infrastructure counts as one of the largest competitive strongpoints of
Germany as an industrial location. The road and rail networks are close-meshed, both mobile
and landline telecommunications boast the latest technology. Broad public acceptance of new
technology enables further investment in the infrastructure.
In 2002 almost half of the population used the Internet and around two thirds the mobile
telephone network. In Europe Germany is the largest and most rapidly growing mobile
telephone and online market. Turnover of companies with telecommunications services
increased in total between 1998 and 2002 from 44.2 to 61 thousand million euros. The amount
of providers for these services has increased from 1,066 to over 2,000 since 1998.

TABLE 8:
GERMAN HOUSEHOLDS EQUIPPED WITH COMMUNICATIONS AND ENTERTAINMENT
TECHNOLOGY

Landline telephone Mobile telephone TV PC Internet* DVD Player DVD on PC

96% 76% 95% 62% 51% 23% 23%

*17% of these with DSL, cable TV network and similar

(Source: Informations- und Kommunikationstechnologie 2003 [Information and Communications
Technology 2003]; Statistisches Bundesamt [Federal Statistical Office];
http://www.destatis.de/download/d/veroe/tabellenanhangitih.pdf)

http://www.destatis.de/download/d/veroe/tabellenanhangitih.pdf
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1.2.3 LEISURE

FIGURE 2:
SELECTED LEISURE PURSUITS OF MEN AND WOMEN (2001/2002)

(Source: http://www.destatis.de/presse/deutsch/pk/2003/wbdz.pdf)

1.2.3.1 Media Use and Leisure
The Germans’ favourite medium is television, making up for 67% of media use. This is followed 
at a distance by reading, listening to music and using computers.
The computer is, however, catching up–especially among the younger generation: young males
between 15 and 17 spend almost one and a half hours a day of their free time using a computer,
mostly playing computer games (more than one hour per day). Young women of the same age
spend less than half an hour of their daily free time using the computer (and spend only 11
minutes playing computer games).
Around three quarters of an hour of daily free time is spent reading. Most of this is spent
reading daily newspapers (22 minutes), followed by books (8 minutes daily) and magazines
(around 5 minutes daily). Children over 10 years of age, teenagers and young adults up to the
age of 24 spend around half an hour per day of their free time reading irrespective of their age.
Reading increases in higher age groups; adults over 40 spend almost an hour per day reading,
those over 65 more than an hour.

Hours per day

Reading/Music/Computer use

Television

Hobbies/games

Sport

Personal contacts/entertainment

Travelling time for leisure activities

Women Men

http://www.destatis.de/presse/deutsch/pk/2003/wbdz.pdf
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1.2.3.2 Changes in Average Prices for Culture and Media Products

TABLE 9:
COMPARISON 1993-2003

Increase in Percent

CD 5.6

Theatre ticket 41.2

Cinema ticket 27.9

Radio and television licence fee 34.8

Books 24.4

Daily and weekly newspapers 50.7

Cost of living 16.2

(Source: Jahrbuch der Phonographischen Wirtschaft 2004 [Phonographic Industry Yearbook 2004])

1.2.3.3 Music Buyers in Germany
For the past six years the percentage of music purchasers in the German population has been
decreasing. In 2003 it was 40.1% whereas the figure for 1997 was 52.6%. The greatest
purchasers of music are those aged from 30 to 39; in 2003 they made up 27.5% (0.8% decrease
compared to 2002).

See Table 7 in Chapter 3.2.5: Age Distribution and Preferences of German Music Purchasers.

1.3 CULTURE POLITICS AND CULTURE ECONOMICS

1.3.1 CULTURAL SOVEREIGNTY OF THE LÄNDER
Due to the system of federalism in the Federal Republic of Germany, some particularities exist–
especially compared to other centralist states in Europe.
The 16 federal states (Länder) are not provinces but states with their own executive powers and
each with its own constitution. The Federal Government is responsible only for areas requiring
nationwide regulation. According to clause 30 of the Basic Law, areas not specifically allocated
to the Federation as so-called “jurisdiction items” remain the responsibility of the regional 
governments. The Länder therefore enjoy “cultural sovereignty”. This means that they are 
responsible for legislation and administration in the area of culture, i.e. for areas that include
schools and universities, education, radio, television and the arts.

1.3.2 CULTURE ON A FEDERAL LEVEL
Due to the cultural sovereignty of the Länder, Germany has no federal ministry for culture.
However, in 1998 the Federal Government created the Office of the Commissioner for Cultural
and Media Affairs. This means that a central contact for cultural affairs has since been available
on a national level. It was only then that a corresponding committee was also created in the
German Bundestag.
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However, other federal ministries are involved with the interests of culture, such as the
Federal Ministry of Education and Research (Cultural Youth Education), the Federal Ministry of
Justice (copyright act etc.) and the Federal Ministry of Economics and Labour (Artists’ Social 
Insurance).

1.3.2.1 The Federal Government Commissioner for Cultural and Media Affairs
Since 22 October 2002 Dr. Christina Weiss has been the Federal Government’s Commissioner 
for Cultural and Media Affairs. She is therefore in charge of one of the supreme federal
authorities, with around 190 employees in Berlin and Bonn.
“I see my role principally as that of a committed advocate of culture and the media with 

three main points of focus in practice: presenting, representing and doing ‘missionary work’ –to
be understood as the intermediation between culture and the arts,” is how Dr. Weiss describes 
her task.
Her department’s responsibilities include the promotion of cultural institutions and projects 

of regional and national importance, the development and modernisation of legal conditions for
artistic creativity and the securing of a free and pluralist media landscape.

1.3.3 NATIONAL CULTURAL SUBSIDIES
The culture system of the Federal Republic is divided into private sector, publicly financed and
independent non-profit organisations. While private-sector cultural events have to finance
themselves via the market, the great majority of traditional cultural and educational institutions
from theatres and museums to universities are financed from public funds. The free non-profit
area–including school music clubs, privately financed museums of local history or diverse
independent socio-cultural activities and institutions–is likewise financed to varying degrees
through aid and project means from public funds. This area does, however, depend on further
forms of financing, ranging from charitable and voluntary work, the self-raising of cost funds or
new models of co-operation and maintainers. Public subsidies for cultural institutions in
communal or in state and independent non-profit maintenance is supplemented to an
increasing extent through private culture financing such as patronage, subsidising, private
donations from foundations or private-public partnership models.

(Source: Bernd Wagner, Kulturpolitik in der Bundesrepublik Deutschland [Culture Politics in the Federal Republic of
Germany])

1.3.4 PUBLIC SPENDING ON CULTURE
In 2003 the Federation, the Länder and the local authorities spent just under 8,200 million
euros on culture. As in previous years, this meant that public spending on culture made up 0.4%
of the gross domestic product. The largest part (44.6% or 3,720 million euros) of spending on
culture was provided by local authorities. The Länder spent 3,590 million euros (43.0%) on
culture with the Federal Government providing further 1,040 million euros (12.4%).

The cultural domain of theatre and music made up for the largest part of public spending
with 3,080 million euros in 2001, i.e. 36.9% of all spending. Further 1,380 million euros (16.5%)
flowed into the financing of museums. Public spending on libraries was 1,370 million euros
(16.4%). Spending on foreign cultural policy in 2001 came to 315.1 million euros (306 million
euros coming from the Federal Government). Further 435.7 million euros were spent on art
colleges. Around 898.6 million euros were provided for other areas of culture–with 473.1
million euros spent on cultural administration.
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1.3.4.1 Development of Public Spending on Theatres and Music

FIGURE 3
DEVELOPMENT OF PUBLIC SPENDING ON THEATRES AND MUSIC 1975 TO 200

(Source: Statistische Ämter des Bundes und der Länder (Hrsg.), Kulturfinanzbericht 20
2004, Stand: 3.8.2004 (Federal Statistical Offices and the Statistical Offices of the Länd
Finance Report 2003, Wiesbaden 2004 [dating from: 3.8.2004]))

1.3.5 CULTURAL ECONOMY
According to the Arbeitsgemeinschaft Kulturwirtschaft (work association cultur
cultural economics spans “all businesses and self-employed working towards the
creation, maintenance and securing of artistic production, cultural exchange and
preparation or producing or selling products to this end”. 
The cultural economy therefore includes the following market sectors:

Music economy
Books and press
Arts (including craftwork)
Film, TV and video
Performing arts

By a more broad definition, design offices, antique businesses, binderies or relat
such as craftwork, advertising and culture tourism also belong to the culture eco

In 2000 around 642,000 people were active in the German culture economy
these on a self-employed basis and 498,000 with employee status (a third of thes
the state). In the same year 322,000 people were active as artists in various area
the arts, the performing arts, photography, circuses etc.

1.3.5.1 Music Economy
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Musicians, DJs, dancers
Composers/songwriters/music editors
Labels
Music publishers
Production and copying of recorded music
Sound studios, freelance sound technicians, music productions
Video productions
Music journalists, TV and radio presenters and producers
Production of musical instruments
Retail stores, retail with musical instruments and music supplies
Event organisers
Theatres, opera houses, concert halls, clubs

According to information from the German Tax Authority, in 2000 there were around 20,800
music and phonographic companies and related branches in Germany. Over half of these, i.e.
almost 11,500 companies and freelancers, were closely allotted to the music economy. The
remaining approx. 9,300 companies listed refer to businesses concerned with the production of
radio-, TV- and phonographic technical devices, retailers of radio, TV and recorded music
technical devices, night clubs, dancing schools etc.
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1.3.5.2 Status of the Music Economy

TABLE 10:
MUSIC ECONOMY COMPARED TO CULTURAL AND NATIONAL ECONOMY, 1996–2000

Economic classification Companies liable to
tax

Turnover in millions of
EUR

Change between
2000/ 1996 in %

1996 2000 1996 2000 Companies Turnover

Music economy/Phonographic market

Music economy in a
closer sense (1)

10,365 11,498 5,217.4 5,797.7 11 11

Phonographic market
and related branches
(2)

9,623 9,346 8,476.6 9,048.0 -3 7

Total 19,988 20,844 13,694.0 14,845.7 4 8

Culture economy/entire economy

Cultural economy in a
closer sense (3)

56,750 66,948 33,649.9 43,930.9 18 31

Entire economy (all
sectors)

2,762,925 2,909,150 3,503,475.3 4,152,927.3 5 19

Share of Music Economy in Culture and National Economy in %

Share of music
economy in a closer
sense in culture
economy in closer
sense

18.3% 17.2% 15.5% 13.2% - -

Share of music
economy/phonographic
market in national
economy

0.72% 0.72% 0.39% 0.36% - -

Notes:
Entrepreneurs/companies liable to tax with taxable turnover = deliveries and services greater than
16,600 euros.
(1) For a differentiation of sectors of the music economy see chapter 1.3.5.3.
(2) The sectors of the phonographic market (manufacturing and retail) are calculated with merely 50%
to company and turnover share with adherence to the recorded music market as they are allocated to
the film and TV economy (and others) with/by at least the same share.
(3) The culture economy in a closer sense includes the areas of music, books, art, film, performing arts
and radio/TV, excluding the press market; cf. differentiation concept in: M. Söndermann, Zur Lage der
Kulturwirtschaft in Deutschland 1999/2000, in: Jahrbuch für Kulturpolitik 2001, Essen 2002, pp. 369-
391 (The current situation of cultural economics in Germany 1999/2000, in: Yearbook for Culture
Politics 2001).

Source: Compiled and calculated by Michael Söndermann for: Statistisches Bundesamt (Hrsg.):
Umsatzsteuerstatistik, Fachserie 14, Reihe 8, Jahrgänge 1996 und 2000, Stuttgart 1998, 2002 (Federal
Statistical Office [Ed.]: Turnover Tax Statistics, series 14, no. 8, years 1996 and 2000, Stuttgart 1998,
2002).
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TABLE 11:
MUSIC ECONOMY AND PHONOGRAPHIC MARKET ACCORDING TO SECTORS OF THE
ECONOMY: 1996–2000

Companies and turnover liable to tax including self-employed music professions

Economic classification Companies liable to
tax

Turnover in millions of
euros

change
1996/

2000 in %

1996 1999 2000 1996 1999 2000 co
mp.

turnov
er

1. Music economy in a closer sense

Composers/music editors 1,825 2,004 2,138 183.6 254.0 236.0 17 29

Music publishers 894 988 1,017 512.8 619.2 650.8 14 27

Production of recorded
music devices

124 210 212 488.0 723.9 697.9 71 43

Copying of recorded music
devices

686 536 514 980.7 797.8 865.3 -25 -12

Production of musical
instruments

1,134 1,177 1,167 793.0 610.7 598.8 3 -24

Retail with musical
instruments, music supplies

2,720 2,556 2,516 1,023.1 962.2 958.7 -8 -6

Music and dance ensembles 1,882 1,934 1,913 249.0 240.2 247.5 2 -1

Theatre and concert
organisers

504 829 940 356.4 928.6 939.2 87 164

Theatres, opera houses,
concert halls, etc.

184 188 192 553.2 331.3 377.9 4 -32

Sound studios 412 805 889 77.7 196.1 225.6 116 190

Total 10,365 11,227 11,498 5,217.4 5,664.1 5,797.7 11 11

2. Phonographic market and
related sectors

Retail with radio, TV and
music recording technical
devices (1)

5,999 5,999 5,493 4645.6 5,356.4 6,051.0 -8 30

Manufacture of radio, TV and
music recording technical
devices (1)

388 405 430 3099.2 3,597.7 2,155.9 11 -30

Night clubs and dancing
locations

1,993 2,084 2,099 592.8 635.4 687.1 5 16

Dancing schools 1,243 1,276 1,324 139.0 150.3 154.0 7 11

Total 9,623 9,764 9,346 8,476.6 9,739.7 9,048.0 -3 7

Music 19,988 20,991 20,844 13,694.0 15,403.9 14,845.7 4 8
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economy/Phonographic
market (1.+2.)

Notes:
The statistics cover companies liable to tax with a turnover greater than 16,000 euros. It should be
noted that due to structural change in the German music market (job cutbacks especially w ithin the
major companies on the one hand and the creation of new companies on the other) a large degree of
newly created companies lie below this calculation limit and are therefore not included in the
statistics.

(1) The sectors of the phonographic market (production and retail) are allocated to the recorded music
market by calculating merely 50% of company and turnover stakes since they count as belonging to
the film/TV and other economies by at least the same degree.

Source: Compiled and calculated by Michael Söndermann for: Statistisches Bundesamt (Hrsg.):
Umsatzsteuerstatistik, Fachserie 14, Reihe 8, Jahrgänge 1996 und 2000, Stuttgart 1998, 2002 (Federal
Statistical Office [Ed.]: Turnover Tax Statistics, series 14, no. 8, years 1996 and 2000, Stuttgart 1998,
2002).
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2. STRUCTURE AND ORGANISATION OF THE GERMAN MUSIC ECONOMY

2.1 LEGAL FOUNDATIONS AND REGULATIONS
by Dr. Martin Schaefer

2.1.1 INTERNATIONAL AGREEMENTS ON COPYRIGHT PROTECTION
There exists no unified copyright law for the whole of the EU, let alone one that applies
worldwide. As always, copyright law is regulated in almost every country of the world by laws
particular to that country. In Germany this is regulated by the German Copyright Act
(Urheberechtsgesetz).

The right of each country to regulate autonomously the conditions and extent of its
copyright protection (the so-called “territorial principle”) led to practical problems from very 
early on; creative property is easily utilised across borders. For this reason, creative artists
(musical composers and artists) in Germany have a great interest in their works not only being
protected in Germany but in as many countries of the world as possible–particularly in order to
negotiate or, if necessary, to outlaw financial gain through the exploitation of their work in these
countries.

State agreements therefore play a large role in copyright law that function for the greater
part according to the principle of reciprocity: every citizen of a contract state enjoys the same
rights in every other contract state as the citizens of that state (the principle of native-citizen
treatment).

The beginning was made in 1886 by an agreement that was to be repeatedly amended at
later stages. The Berne Convention for the Protection of Literary and Artistic Works catered to
authors (in the domain of music this applied to musical authors, i.e. composers and lyricists)
and was supplemented by the International Copyright Protection Agreement, which also dealt
with copyright. Further treaties were the Rome Convention for the Protection of Performers,
Producers of Phonograms and Broadcasting Organizations and the Geneva Convention for the
Protection of Producers of Phonograms against Unauthorized Duplication of their Phonograms.
In more recent times there were the Treaty on Trade-Related Aspects of Intellectual Property
Rights (“TRIPS”) and the WIPO Copyright Treaty (WCT), negotiated by the WIPO (World 
Intellectual Property Organisation), and the WIPO Performances and Phonograms Treaty
(WPPT) from 1996.

In Germany the regulations of these state agreements are mostly directly applicable through
the so-called Foreign Nationals’ Rights of Copyright Law (e.g. § 121 paragraph 4, § 125 
paragraph 5, § 126 paragraph 3 of the Copyright Act) (and simultaneously require that national
law has been or will be adapted to the agreement in question at a regular intervall).

2.1.2 IMPLEMENTATION OF EU DIRECTIVES IN GERMANY
The EU has chosen another procedure for the harmonisation of copyright law within the Union
(in addition to the above-mentioned state agreements)–the so-called EU Directives. These EU
laws do not apply to individual citizens but to member states that have to implement them into
national law. This means that EU copyright legislation continues to respect the principle of
territoriality but has in the meantime led to a very extensive standardisation of protection in the
most significant areas of importance for the free exchange of goods and services within the EU,
mostly going beyond that what state agreements were able to harmonise.

These Directives have led to German law being amended on five occasions within the last 15
years. This began with the implementation of the Computer Program Guideline
(CD91/250/EEC), which regulated the copyright protection of computer programs in detail (§§
69a–69g Copyright Act). The implementation of the Rental and Lending Directive
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(CD92/100/EEC) harmonised the distribution rights for authors, performing artists and
recorded music producers and enabled the prohibition of renting such as that of recorded music
devices. This European Directive was responsible for the so-called “CD rental” to nearly 
disappear in the mid 1990s (§§ 17 paragraph 2,3 Copyright Act).

At the same time the German legislator implemented the EU Directive on Terms of
Copyright (CD93/98/EEC). Since then a term of protection of 70 years following the author’s 
death has been valid throughout the EU for authors (§ 64 Copyright Act) and 50 years for the
protection of performing artists and the recorded music producer (§§ 76, 82, 85, 125, 126, 137 h,
137 j Copyright Act). This harmonised in detail from which point in time the term of protection
begins and also–very important for production on a European market–set the general rule
that a term of protection begins throughout Europe when the fulfilment of conditions is
practically without exception (the regulations of the Directive thus leading to previously expired
protection coming back into force).

With the implementation of the Databank Directive (CD96/9/EC) a comprehensive
protection law for data bank producers was integrated into the Copyright Act (§§ 87a–87e
Copyright Act). The implementation of the Cable and Satellite Directive (CD/93/83/EEC)
included the harmonisation of economic participation rights in the cable transmission of
programmes (§§ 20, 20 a, 20 b, 78 para. 4, 86, 87 Abs. 5, 94 Abs. 4 Copyright Act).
The most recent implementation of EU standards was achieved in 2003 with the “first 

basket” on the regulation of copyrighting in the information society. The strict time schedule
initially led to only the most compelling EU standards of the so-called (Info-)Directive (CD
2001/29/EC) to be implemented into German law. This highly controversial directive was
already present in EU law and harmonised in particular the so-called “online rights” (e.g. the 
right of accessibility on request) (§§ 15 para. 2, 19a, 78 para. 1, 85, 94 para. 1 Copyright Act), the
protection of technical measures against circumvention (§§ 95a, 95b, 108b Copyright Act) and
the so-called restriction requirements (§§ 44a-63a Copyright Act). This lists the exceptions
under which reasons of public interest prevent an author or other authorised person from
exercising his/her right as a prohibition.

A large role is played here by the discussion on the limits of permit-free private copying
(private copy, § 53 para. 1 Copyright Act). The harmonisation of restriction requirements is a
good example for the extent to which the EU’s potential for harmonisation is still restricted in 
such controversial issues. While EU members were able to agree on a final list of future
restrictions that were to apply in the EU, the leeway of individual member states remains so
large that this cannot be considered genuine harmonisation. The introduction of certain
restrictions is imperative; others may be introduced in a particular manner. With private
copying, the leeway available to national legislators is sufficient–from the option of a complete
ban to the right to attain a private copy (in return for a standard fee). In Germany the legislator
chose a middle course: private copying remains legal as long as the copy does not circumvent
technical protection and the version to be copied from was not illegally produced. The
commission for these copies is included in the price of devices and blank recording mediums
(i.e. the store price for CD rewriters and blank CD-R’s).
The “second basket”, which has been under discussion since summer 2004, strives to 

regulate copyright law in the information society and will primarily deal with questions that
were not able to be dealt due to lack of time with when the most imperative EU directives were
implemented.
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2.1.3 DECISIONS BY THE EUROPEAN COURT OF JUSTICE AND THE EU COMMISSION
In its jurisdiction the European Court of Justice developed certain fundamental rules prior to
the EU legislator which today are a firm component of EU copyright law (and thus a component
of the national legal systems of the member states). This includes for instance the principle of
EU-wide exhaustion of copying regulations which has since been adopted explicitly into the law
and states, for example, that a CD brought into circulation anywhere in the EU legally and by the
will of the authorised person (i.e. sold) may further be sold freely and without the control of the
author anywhere throughout the EU (e.g. GRUR Int. 71, 450, 454, GRUR 82, 100, 101).

The European Court of Justice set further milestones, such as the interpretation of the ban
on discrimination. This now gives EU citizens the freedom to become member of any collecting
society in the EU (not just those of the citizen’s home country) and to demand from authors, 
initiators, performing artists and the producers of phonograms the same protection in that
particular EU state as is enjoyed by the state’sown citizens (GRUR Int. 94, 53). These decisions
have also since been incorporated into the German Copyright Act.

In previous years the EU Commission, and in particular its Directorate General
Competition, repeatedly dealt with administrative proceedings that dealt with the compatibility
of particular forms of application procedures with the regulations of EU antitrust laws. The
decisions of the Commission on these issues were of particular significance for collecting
societies (GEMA verdicts 71/224/EEC and 72/268/EEC from 1971/72). A recent example is the
EU’s so-called “Simulcasting Verdict” which lists in detail the conditions under which the 
various EU collecting societies of recorded music producers and performing artists may work
together in the cross-border licensing of internet radio.

2.1.4 GERMAN SPECIAL RULINGS
Despite the many fields in which a high degree of legal harmonisation has been achieved, the
principle of territoriality still applies today; this leads to Germany deviating from the practice of
other countries. One instance in which this is particularly visible is the licensing of ringtones.
Contrary to most EU states, German providers of ringtones not only pay the authors’ collecting 
societies (GEMA) for each ringtone download but also the individual music publishers. In the
implantation of Sync Rights for duplicate video analysis the music publishers demand a
supplementary charge in addition to that collected by the GEMA. This unique situation is
disputed among various market competitors and may soon have to be resolved in court.

We are still far from a standard European copyright law that can be comprehended in its
entirety and that brings together all legal sources mentioned; it is doubtful whether such
standardisation will ever be achieved or whether it is even to be desired.

2.2 COMBATING PIRACY

According to the GfK’s latest Consumer Research Study on Recording Habits, 714 million 
private CD copies were made in Germany in 2003, 316 million of these with music. In contrast,
133.6 million CD album items were sold. This puts the amount of copies made 137% higher than
that of CD albums sold. The latest enquiry of a project team from Flensburg University, the
Media Research Institute MossBEACH and the firm Tonspion.de showed that 22.6% of those
making copies buy less albums. 18.3% buy more CD’s. Music makes up 45% of copied content, 
putting it at the top of the scale; however, this proportion fell by 5% compared to the previous
year.
Since 2000 approximately 40 million CD’s in Germany wereequipped with anti-copying

protection systems. The amendment of the copyright law now also forbids the circumvention of
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anti-copying protection systems and the publishing of instructions to this end, it likewise forbids
copying from sources that are evidently illegal. Individual copies made for private use are still
permitted; this also applies to digital copies.

TABLE 1:
COPIED CONTENT OF BLANK CDS IN PERCENT (ROUNDED OFF)

Music: 45%
Data: 17%
PC/console games: 7%
Application software: 5%
Photos/videos: 10%
Feature/cinema films: 14%
Other content: 2%

(Source: GfK Panel Services)

The German music economy sees the availability of illegal music as an existential threat to the
legal music market. Only its effective stemming would enable the survival of the legal music
market. The industry therefore pursues a two-way strategy: the availability of legal music is
greatly supported and illegal music rigorously pursued. This strategy is executed by the German
IFPI and the lawyer’s firm Rasch in co-operation with proMedia GmbH: in 2003, 1,500 official
warnings were sent out due to the provision of illegal music. Legal proceedings were taken
against the initiators of illegal services (e.g. filesharing services on the Internet) that generally
led to warranted house searches and the confiscation of computers. Services on private
homepages were closed down.

2.3 ASSOCIATIONS OF THE MUSIC INDUSTRY

2.3.1 BUNDESVERBAND DER PHONOGRAPHISCHEN WIRTSCHAFT E.V. (FEDERAL
ASSOCIATION OF THE RECORDING INDUSTRY) (IFPI)/DEUTSCHE LANDESGRUPPE DER IFPI
E.V. (GERMAN SECTION OF THE IFPI)
The “Bundesverband der Phonographischen Wirtschaft e.V.” (Federal Association of the
Recording Industry) including the corporative member CLASS (see below) and the German
Section of the IFPI e.V. (International Federation of the Phonographic Industry) (including the
corporative member VUT (see below)) represent the interests of around 1,000 producers of
recorded music in Germany.

Both associations are central contact partners for federal and regional governments,
parliaments, authorities and institutions in all questions of the music industry in the domain of
recorded music.

The Federal Association of the Phonographic Industry (founded in 1961) assumes the classic
tasks of an industrial association. Concrete points of focus in their work include the
ascertainment of statistics whose results are published in regular industrial reports and in a
yearbook. Further tasks are the development of a system of official single and longplay charts
and the inspection of the awarding of gold and platinum recorded music and music videos.
Additionally, the Federal Association of the Phonographic Industry founded a company that
organises and finances the electronic exchange of data within the music business, PhonoNet
GmbH, and in 1973 brought the “Deutsche Phono-Akademie” (German Phono Academy) into 
being as a non-profit cultural institute.
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The “Deutsche Landesgruppe der IFPI e.V.” (German Section of the International
Federation of the Phonographic Industry) (founded in 1958) as the German section of the
International Association of the IFPI sets the focus of its activities in the area of international
relations, national and international copyright and the combating of piracy. Furthermore, it
negotiates basic agreements with the Collecting Society GEMA. Along with the “Deutsche 
Orchester-Vereinigung” (German Orchestral Society) it is a partner of the GVL; via the GVL it 
administrates the protection rights of recorded music producers. Via the international IFPI head
office in London the German Group works with producers of recorded music in approximately
79 countries.

Bundesverband der Phonographischen Wirtschaft e.V./Deutsche Landesgruppe
der IFPI e.V.
Chairman: Gerd Gebhardt (exec.), Bernd Dopp, Maarten Steinkamp, Niel van Hoff,
Frank Briegmann, Peter James, Michael Haentjes, Konrad von Löhneysen
Director: Peter Zombik
Oranienburger Strasse 67/68
10117 Berlin
Tel.: +49 30 590038-0
Fax: +49 30 590038-38
verbaende@phono.de
www.ifpi.de

2.3.2 VERBAND UNABHÄNGIGER TONTRÄGERUNTERNEHMEN, MUSIKVERLAGE UND
MUSIKPRODUZENTEN E.V. (VUT) (ASSOCIATION OF INDEPENDENT RECORD COMPANIES,
MUSIC PUBLISHERS AND MUSIC PRODUCERS)
The “Verband unabhängiger Tonträgerunternehmen” (Association of Independent Record 
Companies) was enlarged in 1999 to become the Association of Independent Record Companies,
Music Publishers and Music Producers. It was founded in May 1993 in order to oppose the
changes that threatened the survival of the phonographic market and the intensified conditions
of competition. The organisation is based in Berlin; its statutory aim is the bringing together, the
protection and the promotion of the currently almost 900 small and medium-sized companies
of the entire music industry, especially phonogram companies, music publishers and music
producers; it additionally supports its members in administering their cultural work and other
common interests.

Verband unabhängiger Tonträgerunternehmen, Musikverlage und
Musikproduzenten
Management: Eva Kiltz
President: Peter James
Wrangelstrasse 66
10997 Berlin
Tel.: +49 30 61289353
Fax: +49 30 61289184
info@vut-online.de
www.vut-online.de

mailto:info@vut-online.de
http://www.vut-online.de/
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2.3.3 DEUTSCHER MUSIKVERLEGER-VERBAND E.V. (DMV) (GERMAN MUSIC PUBLISHERS
ASSOCIATION)
Over 500 music publishers are members of the Deutscher Musikverleger-Verband e.V. (German
Music Publishers Association)–around 90% of all music publishers active in Germany.
Alongside the association’s usual work, the DMV publishes the magazine “Musikhandel” (Music 
Trade) and runs the website Musikhandel-online.de.
It awards the “Deutscher Musikpreis” (German Music Prize) to outstanding artists, the 
“Deutscher Musikedition-Preis” (German Music Edition Prize) for sheet music and music books
of outstanding quality and honours orchestras who have made their mark through exceptional
diversity and creativity with the title “Best Concert Programme of the Season”.

DMV –Deutscher Musikverleger-Verband e.V.
President: Dagmar Sikorski-Grossmann
Director: Dr Heinz Stroh
Friedrich-Wilhelm-Strasse 31
53113 Bonn
Tel.: +49 228 53970-0
Fax: +49 228 53970-70
Email: dmv@musikverbaende.de
www.dmv-online.com

2.3.4 VERBAND DER DEUTSCHEN KONZERTDIREKTIONEN E. V. (VDKD) (ASSOCIATION OF
GERMAN CONCERT OFFICES)
The VKD (Association of German Concert Offices) is Germany’s oldest specialised association 
for agents, organisers, tour companies and arrangers. It acts as a professional organisation,
representing the interests of German concert promotion agencies in public life.

The VDKD sees itself as an observer and pulse generator in the affairs of the business and as
a reconciliatory force in situations of internal and external conflict. It works to improve the
conditions of German private-sector concert organisers, particularly in the areas concerning
economic and tax matters.

Verband der Deutschen Konzertdirektionen e.V.
President: Michael Russ
Brienner Strasse 26
80333 Munich
Tel.: +49 8928628-379
Fax: +49 89 28628-210
Email: info@vdkd.de
www.vdkd.de

2.3.5 DER DEUTSCHE MUSIKRAT E.V. (DMR) (THE GERMAN MUSIC COUNCIL)
The “Der Deutsche Musikrat e.V.” (German Music Council) was founded in 1953 by renowned
German musicians with the aim of promoting musical life in Germany. It is a member of the
International Music Council of UNESCO.
The “Der Deutsche Musikrat e.V.” seeks to work as an umbrella organisation for all areas of 

music in order to influence public opinion, education and legislation with the aims of securing
music’s appropriate position of social significance and of contributing towards the further 
development of musical culture.

mailto:dmv@musikverbaende.de


Export handbook Germany Chapter 2

31

It works for the further development of musical life through its own measures and projects;
particular interest is devoted to the promotion of new generations in music and culture, of
contemporary music and of amateur music-making.

Deutscher Musikrat e.V.
President: Martin Maria Krüger
General Secretary: Christian Höppner
Oranienburger Strasse 67/68
10117 Berlin
Tel.: +49 30 308810-10
Fax: +49 30 308810-11
Email: generalsekretariat@musikrat.de
www.musikrat.de

2.3.6 DEUTSCHER KOMPONISTENVERBAND (DKV) (ASSOCIATION OF GERMAN COMPOSERS)
Since its founding in 1954 the “Deutscher Komponistenverband (DKV)” (Association of German 
Composers) has represented the interests of composers of all genres and fields. Its work
includes awareness for and the promotion of the common professional interests of German
composers, particularly in the field of copyright and of copyright contracting.
Anyone who is resident in Germany or who is a member of the GEMA can become a member.
Furthermore, successors, direct descendants or people from the field of law working in the
interests of a deceased author can become members.

Deutscher Komponistenverband
President: Prof. Manfred Trojahn
Director: Sabine Begemann
Kadettenweg 80 b
12205 Berlin
Tel.: +49 30 84310580
Fax: +49 30 84310582
Email: info@komponistenverband.org
www.komponistenverband.de

2.3.7 BUNDESVERBAND DER VERANSTALTUNGSWIRTSCHAFT E.V. (IDKV) (FEDERAL
ASSOCIATION OF THE EVENT INDUSTRY)
The “Bundesverband der Veranstaltungswirtschaft e.V.” (IDKV) (Federal Association of the
Event Industry) is a specialised association for all areas of German event organisation and the
coaching of artists. It provides comprehensive representation of and consultation for concert
organisers, tour management, marketing event agencies and artist managers and artist agencies.
Over 240 companies from all fields of the culture industry are meanwhile members of the
association. The spectrum of the members ranges from one-man offices to highly staffed
implementation companies and large joint-stock companies within the business. In 2003 the
MMF Deutschland (Music Managers Forum) was founded under its leadership.

http://www.musikrat.de/
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IDKV –Bundesverband der Veranstaltungswirtschaft e.V.
President and Director: Jens Michow
Lenhartzstrasse 15
20249 Hamburg
Tel.: +49 40 4605028
Fax: +49 40 46881417
Email: idkv@idkv.com
www.idkv.com

2.3.8 INTERESSENVERBAND MUSIKMANAGER & CONSULTANTS E.V. (IMUC) (INTEREST GROUP
OF MUSIC MANAGERS & CONSULTANTS)
The “Interessenverband Musikmanager & Consultants e.V. (IMUC)” (Interest Group of Music 
Managers & Consultants) is the professional association of artist managers and consultants in
Germany. As well as representing the economic and socio-political interests of this profession,
the IMUC is particularly committed to more respectability and fairness within the
entertainment industry. The IMUC’s seal of quality also represents the founding members’ 
unanimity on a quality standard that was unprecedented in this form.

Interessenverband Musikmanager & Consultants e.V. (IMUC)
Vorstandsvorsitzender: Wolfgang Weyand
Mommsenstrasse 55
10629 Berlin
Tel.: +49 30 327793-30
Fax: +49 30 327793-31
Email: info@imuc.de
www.imuc.de

2.3.9 VERBAND DER DEUTSCHEN MUSIKPRODUZENTEN E.V. (MPAG) (GERMAN MUSIC
PRODUCERS ASSOCIATION)
On the initiative of leading German music producers the “Verband der deutschen 
Musikproduzenten e.V. (mpag)” (German Music Producers Association) was founded in Berlin 
in the early months of 2003. Its founding was triggered by the insufficient representation of
music producers towards the phonographic industry, film contractors, the TV and advertising
businesses and their representative bodies. The association seeks to create the basis for
tomorrow’s successes, gaining influence over the creation of the prevailing conditions for music 
producers.

Verband der deutschen Musikproduzenten e.V.
Board Executive: Mike P. Heisel
Musikpark Mannheim
Hafenstrasse 49
68519 Mannheim
Tel.: +49 621 3364-514
Fax: +49 621 3364-718
Email: info@mpa-germany.de
www.mpa-germany.de

mailto:info@mpa-germany.de
http://www.mpa-germany.de/
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2.3.10 ASSOCIATION OF CLASSICAL INDEPENDENTS IN GERMANY E.V. (CLASS)
The Association of Classical Independents in Germany is the congregation of independent
recorded music producers and sales agents from the areas of classical music, world music and
jazz. CLASS performs joint activities for its members such as convention and media appearances
or commercial and marketing assignments.

CLASS Association of Classical Independents in Germany e.V.
Chief Director: Dr Rainer Kahleyss
Director: Manfred Görgen
Bachstrasse 35
32756 Detmold
Tel.: +49 5231 938922
Fax: +49 5231 26186
Email: info@class-germany.de
www.class-germany.de

2.3.11 DEUTSCHER TEXTDICHTER-VERBAND E.V. (DTV) (GERMAN LYRICISTS ASSOCIATION)
The “Deutscher Textdichter-Verband e.V. (DTV)” (German Lyricists Association) tends to the
professional interests of German lyricists and the protection of their work at home and abroad.
The association is active in organisations and companies making use of laws regarding copyright
use, the collecting of royalties and the examination of accounts as well as in organisations
serving support purposes. It works on the shaping of contracts and other agreements, in
particular on norm contracts with composers and publishers.

Deutscher Textdichter-Verband e.V.
President: Hans Hee
Teneverstrasse 3 B
28325 Bremen
Tel.: +49 421 423245
Fax: +49 421 423001
Email: Hans.Hee@t-online.de

2.3.12. DEUTSCHE ORCHESTERVEREINIGUNG (DOV) (GERMAN ORCHESTRA UNION)
The DOV was founded in 1952 and represents all members of German orchestras and radio
choirs–since 1990 (the year of German reunification) this representation extended to cover the
whole of Germany.
The DOV’s main task is to secure and improve the economic and social framework and working
conditions for musicians in cultural orchestras, radio orchestral bodies and for singers in radio
choirs–primarily through the conclusion of collective bargaining agreements. The DOV also
views itself as a professional organisation that safeguards all interests of the profession.

mailto:Hans.Hee@t-online.de
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Deutsche Orchestervereinigung
Managing Director: Gerald Mertens
Littenstrasse 10
10179 Berlin
Tel.: +49 30 82790-80
Fax: +49 30 82790-817
Email: kontakt.berlin@dov.org
www.dov.org

mailto:kontakt.berlin@dov.org
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2.4 COLLECTING SOCIETIES

The collecting societies are responsible for the observance of copyright and performance
protection rights of composers, lyricists, editors, performing artists, authors and translators of
specialist literature, musicological writers, editors, publishers and recorded music producers.
The centralisation of fee collecting and the possibility to draw up basic and final contracts are
also benefited from by the exploiters of copyrights. Thus the collecting societies create a fair
balance between the interests of creators and the users of the creators’ works. The legal basis for 
their work is the Copyright Use Law from 9 September 1965.

2.4.1 GESELLSCHAFT FÜR MUSIKALISCHE AUFFÜHRUNGS- UND MECHANISCHE
VERVIELFÄLTIGUNGSRECHTE (GEMA) (SOCIETY FOR MUSICAL PERFORMING AND
MECHANICAL REPRODUCTION RIGHTS)
Members: 2,779 regular (1,883 composers, 420 lyricists, 449 publishers, 27 legal
successors), 5,399 non-regular and 39,390 associated members.
The GEMA administers rights of reproduction, broadcasting, copying and use. It grants rights to
public performances of music protected by copyright and to mechanical copying of recorded
music. The GEMA signs contracts wherever it can with umbrella organisations or music users
and music collector organisations. Due to mutual contracts with foreign collecting societies it
offers a wide, international repertoire of music. Collection fields: radio/TV, living music,
mechanical music, sound film, functional music, library royalties, audio, music video, music
video rental, foreign and other returns.

Gesellschaft für musikalische Aufführungs- und mechanische
Vervielfältigungsrechte (GEMA)
Committee Executive and General Director: Prof. Dr Reinhold Kreile
Head Management in Berlin
Bayreuther Strasse 371
10787 Berlin
Tel.: +49 30 21245-00
Fax: +49 30 21245-950
Email: gema@gema.de
www.gema.de

and Head Management in Munich:

GEMA-Generaldirektion
Rosenheimer Strasse 11
81667 Munich
Tel.: +49 89 48003-00
Fax: +49 89 48003-969
Email: gema@gema.de

2.4.2 GESELLSCHAFT ZUR VERWERTUNG VON LEISTUNGSSCHUTZRECHTEN MBH (GVL)
(COLLECTING SOCIETY FOR PERFORMING ARTISTS, PRODUCERS AND PROMOTERS)
Members: 100,000 performing artists, including 90,000 musicians and 4,000 producers of
sound carriers.
The GVL is the copyright representative for performing artists and recorded music producers. It
is owned by the “Deutsche Orchestervereinigung e.V. (DOV)” (German Orchestra Union) and 
the German Section of the IFPI.

mailto:gema@gema.de
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The GVL administers so-called secondary collecting rights for artists and their producers.
On the basis of the tariffs it has drawn up and the contracts it has worked out it collects royalties
for broadcasts, public performances, rental and duplication.

Gesellschaft zur Verwertung von Leistungsschutzrechten mbH
Directors: Dr Tilo Gerlach, Peter Zombik
Podbielskiallee 64
14195 Berlin
Postfach 330 361
14173 Berlin
Tel.: +49 30 48483-600
Fax: +49 30 48483-700
Email: gvl@gvl.de
Internet: http://www.gvl.de

2.4.3 VERWERTUNGSGESELLSCHAFT WORT (VG WORT) (COLLECTING SOCIETY)
Members: 303 (223 authors, 80 publishers). In addition, approximately 255,000 entitled
authors and approximately 6,500 entitled publishers are represented.
The “VG Wort” (Collecting Society) fulfils a fiduciary function to oversee the authorisations of its 
members and those with entitlement. The occupational groups it represents includes authors
and translators of fiction and poetry, non-fiction, lyrics and scientific books and publishers,
stage publishers, journalists, critics etc.

Verwertungsgesellschaft Wort
Director: Prof. Dr Ferdinand Melichar
Goethestrasse 49
80336 Munich
Tel.: +49 89 51412-0
Fax: +49 89 51412-58
Email: vgw@vgwort.de
www.vgwort.de

Berlin Office:
Köthener Strasse 44
10963 Berlin
info@vgbuero.de

2.4.4 ZENTRALSTELLE FÜR PRIVATE ÜBERSPIELUNGSRECHTE (ZPÜ) (CENTRAL AGENCY FOR
PRIVATE COPYING RIGHTS)
Partners: GEMA, GVL, VG Wort, GÜFA, GWFF, VG Bild-Kunst, VFF, VGF
The Central Agency for Copying Rights (ZPÜ) tends to the partners’ fee-claiming rights for
devices and blank-cassettes in accordance with Clause 54 of the Copyright Act.

mailto:gvl@gvl.de
http://www.vgwort.de/lpberlin.php
http://www.vgwort.de/lpberlin.php
http://www.vgwort.de/lpberlin.php
mailto:info@vgbuero.de
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Zentralstelle für private Überspielungsrechte (ZPÜ)
Director: GEMA, represented by the committee, Prof. Dr Reinhold Kreile, Prof. Dr
Jürgen Becker and Rainer Hilpert
Rosenheimer Strasse 11
81667 Munich
Tel.: +49 89 48003-00
Fax: +49 89 48003-969
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2.5. CHARTS

2.5.1 SALES CHARTS
On behalf of the German IFPI, Media Control determines the following official charts:

TOP 100 LP and TOP 30 Compilation Charts
TOP 100 Single Charts
TOP 20 Classical Music
TOP 20 German Pop LP
TOP 20 Music DVD Video Charts
TOP 20 Download Charts’

Since 2002 the Charts have included all audio and video formats for music ranging from DVD,
CD, CD Plus, MusiCassettes to Vinyl and MiniDiscs. Music videos continue to be calculated
separately. All charts are based on the representative calculation of sales figures. Since August
2004 the Top 100 Single Charts also include downloads. The additional inclusion of download
albums is in preparation and will be effected in a second stage.

Since 1997 the acquisition of data has taken place on an entirely electronic basis. Via
PhonoNet, a Service Company owned by the Federal Association of the Phonographic Industry
which organises data exchange between recorded music producers and the phonographic
industry, sales figures are calculated from computer-generated cash register systems in over
1,800 retail stores. This involves the calculation of all sales to final customers, item numbers,
the amount of recorded music sold per cash receipt, sales prices, the sales date and the precise
time of day of the sale. The stores’ cash registersystems are linked to PhonoNet. PhonoNet
passes the calculated sales figures on to Media Control.

media control GfK International GmbH
Augustaplatz 8
76530 Baden-Baden
Tel.: +49 7221 366-0
Fax: +49 7221 366-299
Email: info@media-control.com
www.media-control.com/

2.5.2 DANCE CHARTS
The ODC Top 40 are the official Dance Charts by Media Control. They are calculated by way of a
representative DJ survey. Around 800 DJ’s currently participate in the Dance Charts surveys.
Every week a representative sample of approx. 500 to 600 DJs is compiled in advance for the
assessment. The target group of the ODC Top 40 are DJs, record labels, promotion agencies and
final consumers who are enthusiastic about dancing.

2.5.3 TREND CHARTS
The Trend Charts have established themselves in Germany as a significant marketing
instrument for the entire music economy. Over the past seven years the firm Trendcharts oHG
has specialised in calculating and publishing reliable indicators and representative tendencies in
the prevalent confusion of diverse music trends.
For diverse music genres the following charts were compiled:

http://www.media-control.com/
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the German Dance Charts (DDC) for the category of Dance and Black Music
the German Club Charts (DCC) for the category of Club Music
the German Alternative Charts (DAC) for Alternative and Progressive Music
the German Black Charts (DBC) for Black Music
the German Reggae Charts (DRC)
the German College Radio Charts (DCRC)

TRENDCHARTS oHG
Bramfelder Chaussee 238c
22177 Hamburg
Tel.: +49 40 642143-800
Fax: +49 40 642143-4800
Email: trendcharts@public-propaganda.de
www.public-propaganda.de

2.6 GOLD AND PLATINUM

Gold and platinum albums are awarded for sales of a specific amount of recorded music; the
awards go to those involved in the respective production process (musicians, composers,
producers etc.). These awards were first awarded by the American Record Industry association
in 1958.

In 2003 the Federal Association of the Phonographic Industry adapted the specifications for
gold and platinum albums to international standards. Until that point gold and platinum
albums were awarded in France and Great Britain for considerably fewer record sales. Since
2003 international standardisation has led to gold records being awarded in Germany for sales
of 100,000 albums or 150,000 singles. Platinum is awarded for recorded music whose sales are
twice that amount. A Golden Music Video is awarded for 25,000 music videos sold (platinum for
50,000).

In Germany the gold and platinum awards are awarded by record companies and registered
at the Federal Association for the Phonographic Industry (German Section of the IFPI). An
independent auditor inspects the figures supplied by the record companies.

2.7. MUSIC AWARDS

2.7.1 ECHO
ECHO had been awarded since 1992 and now counts as the second largest music award in the
world after the Grammy. Every year the “Deutsche Phono-Akademie” (German Phono 
Academy), the cultural institute of the phonographic industry, honours particularly successful
national and international pop artists, national companies and managers of the music business.
ECHO award winners of recent years include Herbert Grönemeyer, Marius Müller-
Westernhagen, Madonna, Santana, Robbie Williams, Eminem and Alicia Keys.

2.7.2 ECHO KLASSIK (ECHO CLASSICAL)
With ECHO Classical the “Deutsche Phono-Akademie” established an independent award for 
the area of so-called e-music (cf. 4.1.3.2 concerning explanation for e-music) in 1994. This not
only acknowledges artistic or editorial performance; it is the first “classical” record award in 

http://www.public-propaganda.de/
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Germany to take explicit account of such assessment parameters as economic success and how
those in question appear and operate in public.

Deutsche Phono-Akademie e.V.
Oranienburger Strasse 67/68
10117 Berlin
Tel.: +49 30 5900-3840
Fax: +49 30 5900-3847
Email: phono-akademie@phono.de
www.echo-deutscher-musikpreis.de

2.7.3 COMET
Since 1995 the music television channel VIVA has awarded the media prize COMET in various
categories to outstanding and successful artists at home and abroad. The COMET award
winners of the past years include Robbie Williams, Die Fantastischen Vier, Herbert
Grönemeyer, Metallica, Eminem, Helge Schneider, Missy Elliott, Alanis Morissette, and Britney
Spears.

VIVA Media AG
Schanzenstrasse 22
51063 Cologne
Tel.: +49 221 650-90
Fax: +49 221 650-990
Email: info@vivamediaag.com
www.viva.tv

2.8 ARTISTS’ SOCIAL INSURANCE (“KÜNSTLERSOZIALKASSE”)

Sine 1983 artists and publicists in Germany have benefited from an advantage unique in Europe
–that of pension, health and care insurance. Just like employees they pay only 50% of insurance
contributions; the other half is paid by the Artists’ Social Insurance (KSK). The necessary 
financial means are financed by an allowance from the Federal Government (20%) and from the
artists’ social welfare contributions (30%) paid by the companies making use of artistic and 
journalistic achievements and collecting fees (exploiters).
Since the Artists’ Social Insurance Law came into effect, social welfare contributions have to 

be paid by the exploiters making use of artistic or journalistic achievements. The exploiters
include all companies whose organisations promote or enable the sales of artistic achievements
on the market through special knowledge of the industry or exceptional know-how. In particular
this includes publishers, press agencies and picture services, theatres, orchestras, event
organisers of every kind, artist agencies, radio and TV providers, advertising agencies etc.
Additionally, all companies have an obligation to pay social welfare contributions if they make
regular use of artists’ or journalists’ work or achievements with a view to aiding their own
companies and making a profit from this use. Whether the artists involved are themselves
members of the KSK is irrelevant. Their nationality is also of no importance.

The contribution rates fixed in 2004 amount to 4.3% of the total payments for artistic
achievements. However, it is planned to raise the contributions considerably in the coming
years.

mailto:info@vivamediaag.com
http://www.viva.tv/
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Künstlersozialkasse
Gökerstrasse 14
26384 Wilhelmshaven
Tel.: +49 4421 7543-9
Fax: +49 4421 7545-86
Email: presse@kuenstlersozialkasse.de
www.kuenstlersozialkasse.de

2.9 TAXATION OF FOREIGN ARTISTS (“AUSLÄNDERSTEUER” (LIMITED 
TAXATION/TAXATION UNDER LIMITED TAX LIABILITY

In 1996 the uniform taxation of foreign artists in Germany was raised from 15 to 25%. This was
triggered by a growing trend among top earners such as professional sportsmen/women and
showstars to relocate their domiciles to foreign countries close to the German border. A distinct
increase of the so-called “taxation of foreign artists”, i.e. of the standard deducted income tax, 
sought to counter this development.

However, those affected included were many small artists and cultural event organisers. Just
like clubs, socio-cultural centres and clubs organising cultural events, the increase of the
taxation of foreign artists had a drastic effect on their budgets.

As a result, Germany was avoided altogether not only by international stars like Michael
Jackson but also by groups that were just at the beginning of their careers and for whom stage
appearances in Germany were no longer affordable.

A further consequence of the measure was a fall in appearances of German artists abroad.
Altogether there was a reduction in cultural exchange.

The music and events industry voiced vigorous protest.

2.9.1 WHEN IS TAXATION OF FOREIGN ARTISTS’ DUE TO BE PAID?
All earnings of an artist or sports professional whose residence is abroad and who performs or
works in Germany is subject to limited tax liability. Thereby the following forms of income are of
importance:

self-employed work (§49 para. 1 no. 3 in connection with § 18 Income Tax Law)
commercial enterprise (§49 para.1 no. 2d in connection with §§ 15-17 Income Tax
Law)
employed work (§49 Abs.1 Nr. 2 in connection with §19 Income Tax Law)

The reform of 1 January 2002 brought about the introduction of progressive rates of the
taxation of foreign artists (§50a Income Tax Law). The reform of 1 January 2003 lowered the
top tax rate from 25 to 20%. The progressive rates applyonly to “performances” and 
“entertaining presentations”, i.e. music concerts and theatre performances but also film 
productions or music recordings in sound studios. Painters, sculptors, photographers, artisans
are exempted from this rule.
The following rates come into force through the progressive rates rule:

below 250 euros fee incl. additional costs: tax-free
251–500 euros fee incl. additional costs: 10%
501–1,000 euros fee incl. additional costs: 15%
from 1,001 euros fee incl. additional costs: 20%

http://www.kuenstlersozialkasse.de/
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A possible tax mitigation may be applied only to direct income from domestic performances.
Income from performances collected through third parties do not apply but are subject to the
top tax rate of 20%.

The tax exemption limit is followed by progressive taxation rate; both apply per artist and
per performance. If a group performs the ruling applies per artist, i.e. each artist in the group
may take advantage of the ruling. If an artist performs at several individually organised events
in one day, he/she can make multiple use of the ruling.

Additionally, turnover tax is no longer included in gross tax. The turnover tax must be paid
by the event organiser and not the foreign artist.

If a foreign artist performs in Germany without the intention of making a gain, the foreign
artists’ tax does not have to be paid. The reason for this is that the German tax authorities 
classify the work of an artist as a so-called “hobby” if there exists no intention of profit gain in 
tax terms or no living can be made from the job.

2.9.2 HOW IS THE TAXATION OF FOREIGN ARTISTS PAID?
The foreign artists’ tax is deducted according to a so-called “deduction procedure”: the debtor 
(e.g. the event organiser) calculates the sum, deducts it from the gross earnings of the artist who
is liable to taxation and pays it to the respective local tax office (§50a para. 5 Income Tax Law).

The taxes deducted by the event organisers are not paid immediately to the tax office.
Accumulated payments are made every three months and must be paid by the 10th of the month
following the calendar quarter-year. Until this time the tax office must receive the tax
registration (name and details of the artist, the level of earnings according to §50a para. 4
Income Tax Law (gross), level of tax deduction).

In addition, particular records are to be made of payments made by the tax debtor to an
artist with limited tax liability. The records must include the following data (§73d Income Tax
Law Executive Order): name and address of the artist with limited tax liability, sum of earnings
in euros, the day on which the earnings were made by the artist, level of the retained taxes and
the date of their payment to the tax office.

The level of tax deducted is generally 20% of earnings. §50a para. 4 of the Income Tax Law
states explicitly: “Deductions such as those for business expenses, advertising costs, special costs 
and taxes are not admissible.” Therefore, when the sum to be deducted is being calculated, 
reimbursed costs such as travelling costs, daily allowances and costs from overnight stays,
catering and the Solidarity Supplement (5.5%–a special tax to finance the costs of
reunification) have to be added to earnings.

2.9.3 TAX REIMBURSEMENT AT A LATER STAGE
Since the actual costs of an artist can easily exceed 50% of the earnings the possibility of a tax
reimbursement at a later stage (of overpaid taxes) was instituted. §50a para. 5 no.3 clauses 3
and 4 of the Income Tax Law regulate the conditions and procedure of reimbursement
(simplified reimbursement procedure).

The tax debtors nevertheless have to pay the entire tax sum according to the procedure
described above. The artist may demand written confirmation of the tax payment from the tax
debtor in the form of an official form (§50a V Income Tax Law).

With this written confirmation he/she can apply for a reimbursement of the overpaid taxes
at the German Federal Tax Authorities (not the local tax authorities!). There are two standard
forms for this procedure (“KuSE-Antrag” –Application According to § 50 of Tax Income Law for
Artists/Sportsmen/women).
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2.9.4 DOUBLE TAXATION
An artist living abroad is normally liable to non-limited taxation in his/her home country. This
means that he/she would be taxed a second time on his/her earnings from Germany. In order to
avoidsuch cases of double taxation numerous states have settled “Double Taxation Agreements” 
between them. These precisely regulate which earnings are to be taxed in which state.

According to most agreements earnings from self-employed work are to be taxed in the
artist’s home country (art. 14, OECD Model Agreement). Conversely, if the artist makes use of a 
“permanent representative” the earnings made in Germany are likewise taxed in Germany.

The appropriate tax office decides whether the tax liability may or may not exist due to the
Double Taxation Agreement. If no tax liability exists, the tax deduction must still be made but
an application for exemption from double taxation can be made at the German Federal Tax
Authorities (§50d para.3 of Income Tax Law), leading to a tax reimbursement at a later stage.

Since this procedure is difficult to understand even for Germans, a foreign artist would be
well advised to seek tax advice in Germany. This does however involve further costs and extra
time, which in some cases stands in no relation to the actual earnings.

2.9.5 FUTURE PROSPECTS
The discussions on the appropriateness and the legitimacy of the taxation of foreign artists
continue, particularly since the European Court of Justice resolved on 12 July 2003 that the
taxation of foreign artists was not compatible with EU law. Therefore the present law according
to which foreign artists are taxed on their gross earnings and, unlike their German counterparts,
cannot deduct their costs is not legal. It violates the common legal principle of non-
discrimination and is therefore a violation of EU law. There is one exception: when the uniform
taxation is not higher than taxation according to the progressive income tax chart, only the
uniform taxation applies. An attempt to introduce a tax allowance for earnings of foreign artists
in Germany was turned down in court.

On 21 November 2003 the Federal Government reacted with a transitional ruling on the
taxation of foreign artists. For the use of the simplified reimbursement procedure deviating
from Section 50 para. 5 clause 2 no. 3 of the Income Tax Law it is for the time being no longer
required for running costs or advertising costs with a direct financial connection to earnings to
surpass 50% of earnings.

The tax is henceforth reimbursed on application provided it exceeds the sum resulting from
the application of the tax rate according to section 32a para. 1 of the Income Tax Law (Income
Tax Tariff) to earnings (plus Solidarity Tax) increased by the basic tax allowance or resulting
from the application of the tax rate according to section 23 para. I of the Corporate Income Tax
Law.

Further developments and results of the discussions on the taxation of foreign artists, also
being led with great commitment by concert organisers, are to be awaited.

Bundesamt für Finanzen
Friedhofstrasse 1
53225 Bonn, Germany
Tel.: +49 1888 406-0
Fax: + 49 1888 406-2661
Email: poststelle@bff-online.de
http://www.bff-online.de
Form available at: http://www.bff-online.de/dba/40_life_2.html

http://www.bff-online.de/
http://www.bff-online.de/dba/40_life_2.html
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3. STRUCTURE OF THE GERMAN PHONOGRAPHIC MARKET

3.1 GERMANY IN INTERNATIONAL COMPARISON

A drop in world recorded music sales was registered for 2003. Compared to the previous year
the decline (audio/video) amounted to 7.6% in turnover and 6.6% in terms of items. Despite the
positive figures for France and Norway cushioning the effects of sales losses in Germany and
Spain in the European figures for 2002 (5% decline in turnover compared to the previous year),
the overall situation for 2003 worsened; this was also due to a decline in turnover in France and
Germany. Altogether an 8.5% decline in turnover was recorded for 2003.

3.1.1 PLAYING DEVICES IN PRIVATE HOUSEHOLDS IN INTERNATIONAL COMPARISON

TABLE 1:
CD PLAYERS

2003 2002 2001

USA 262% 267% 259%

Hong Kong 215% 220% 220%

UK 163% 156% 148%

Norway 147% 147% 143%

France 128% 127% 125%

Germany 124% 125% 125%

Japan 122% 123% 123%

Spain 111% 99% 88%

TABLE 2:
DVD PLAYERS

2003 2002 2001

USA 68% 41% 24%

UK 45% 25% 11%

France 44% 24% 12%

Germany 45% 19% 8%

Norway 37% 15% 7%

Japan 24% 14% 7%

Spain 35% 14% 6%

Hong Kong 57% no information

3.1.2 GERMANY IN COMPARISON TO EUROPE
After the USA Europe is the second largest phonographic market in the world. More than 1,000
million recorded music devices are sold in Europe, that is 38.2% of recorded music devices sold
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worldwide. This generates a turnover of 11,000 million euros, i.e. 34.6% of worldwide turnover.
While Germany held the largest sector of the market until a few years ago, the dramatic slump in
turnover has caused Germany to fall back to 3rd place (5th place worldwide).

Since 1996 the IFPI has awarded the Platinum Europe Award for albums selling more than a
million copies within Europe; German artists such as Herbert Grönemeyer, Marius Müller-
Westernhagen and Xavier Naidoo were among those who received the award. However, the
majority of these sales was in German-speaking countries.

A considerable share of European productions enjoying international success is attributed to
the Dance and Electronic genre (Daft Punk, Chemical Brothers, Scooter, Gigi d’Agostino and 
many more). The roots of this genre lie in Europe–among German pioneers of the 1970s such
as Kraftwerk, Neu!, Can or Tangerine Dream as well as British Synthie Pop bands like Depeche
Mode, Soft Cell and The Human League. One factor of the cross-border success of this genre
could be that language is only of limited importance in this instance.

Germany has caught up compared to other European countries with so-called casting shows.
The most successful German casting show “Deutschland sucht den Superstar” (Germany Seeks 
the Superstar) reached up to 15 million viewers. The joint single of the candidates “I Have a 
Dream” (released on 23.12.2002) had sold 1 million copies by May 2002; the album “United” 
(released on 10.12.2003) sold over 1.3 million copies. Part of the casting show phenomenon
does, however, seem to be that the artists that are awarded can rarely establish sustained
success, let alone establish success outside their home country.

Other promoting models for popular music in Germany are still in their infancy; this is in
stark contrast to the promotion of classical music, in which Germany occupies an outstanding
position. This applies both to economic aspects and to those regarding cultural and educational
policy. In the area of export promotion Germany has caught up compared to the rest of Europe
with the founding of GermanSounds AG, Music Export Germany.

3.2. THE GERMAN MUSIC ECONOMY

3.2.1 RECORDED MUSIC SOUND CARRIERS IN CRISIS
The decline in turnover for recorded music sound carriers stood at 19.8% in 2003, i.e. higher
than ever before. Turnover per capita for music has been continuously dropping for six years
and was 19.98 euros in 2003–the first time it had ever fallen below 20 euros. Altogether 183.3
million items of music media were sold (223.9 were sold in 2002) of which 8 million were music
DVDs. This format at least has recorded what can be seen as a boom.

The CD continues to be the most widely sold music medium (79%), DVD is gaining and is on
the way to becoming a mass format (9%), music cassettes and vinyl records remain stable at 3%
and 1% respectively, the proportion of singles is slightly in decline and now stands at 8%.

The quantity of CD-Rs used to record music was 325 million, i.e. twice as high as that of CD
album sales (133.5 million). 600 million music items were downloaded from illegal Internet
sources. One of several measures expected to help is the amendment of the Copyright Act: it
forbids the circumvention of anti-copying protection on CDs.
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TABLE 3:
OVERALL TURNOVER OF THE PHONOGRAPHIC MARKET IN THE FEDERAL REPUBLIC OF
GERMANY*

1994 1995 1996 1997 1998 1999 2000** 2001 2002 2003
Euros in millions 2,657 2,679 2,707 2,748 2,709 2,648 2,630 2,365 2,096 1,819

*Retail prices incl. VAT

**Figures adapted to alteration in quantity of participants

Note: Turnover for music DVDs and music videos was first integrated into the statistics from 2003
onwards.
(Source: Jahrbuch der Phonographischen Wirtschaft 2004 [Phonographic Industry Yearbook 2004])

TABLE 4:
BLANK CDS USED TO RECORD MUSIC AND SALES OF MUSIC CDS (ALBUMS): 1999 TO 2003

Items in millions Blank CDs CD albums
1999 58 198
2000* 133 195.1
2001 182 171.9
2002 267.3 166.8
2003 316 133.6

(Source: GfK Panel Services)

* April 2000-March 2001

3.2.2 PRICE DEVELOPMENT IN CDS
According to the Federal Statistical Office CD prices rose only by 5.6% over the past ten years
and even fell by 10.6% when inflation is taken into account. Price increases for all other cultural
assets in the same period were considerably higher (cf. 1.2.3.2, Table 9: Changes in Average
Prices for Culture and Media Products). According to a study carried out on behalf of the British
Department of Trade and Industry prices for CDs in Germany are the lowest in Western Europe.

3.2.3 CD SALES ACCORDING TO PRICE SEGMENTS
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TABLE 5:
CD SALES ACCORDING TO PRICE SEGMENTS

Items in millions 1994 1995 1996 1997 1998 1999 2000 2001 2002 2003

CD full price 87.2 93.9 100.1 72.5 75.2 72.7 69.9 64.2 55.8 45.6

CD mid price 43.9 38.3 41.6 28.5 29.8 25.1 33 28 28.7 25.4

CD low price 23.5 30.1 26.8 32 32.9 34.6 33.2 30.8 26.8 28.2

CD compilations from TV
& radio promotions

47.8 41.3 43.8 40.4 33.5 27.2 16.0

* Price difference between mid price, full price and compilations from TV and radio
promotions recorded from 1997 onwards.
Until 1996 compilations from TV and radio promotions were included in other categories.

3.2.4 REPERTOIRE DISTRIBUTION IN GERMANY (PROPORTIONS OF MUSIC CATEGORIES)

TABLE 6:
TURNOVER PROPORTIONS OF INDIVIDUAL MUSIC CATEGORIES IN OVERALL TURNOVER FOR
1998–2003*

In percent 1998 1999 2000 2001 2002 2003
Pop 45.7 45.5 44.0 42.7 43.6 40.0
Rock 14.1 14.3 14.6 15.6 15.9 15.2
Schlager 7.7 6.4 6.9 7.3 7.2 8.6
Volksmusik 1.9 1.9 2.3 2.5 1.8 2.0
Dance 6.5 7.7 8.7 7.9 6.2 6.9
Classical Music 9.6 8.7 8.3 7.5 7.2 7.1
Children’s 
Products 4.1 4.5 4.8 6.3 6.3 7.0
Jazz 1.1 1.8 1.6 1.4 1.8 2.0
Other 9.3 9.1 8.8 8.8 10.0 11.2
Figures include: Soundtracks/Film Music 2.6** 2.3 2.5 2.2 2.5 2.4

Instrumental Music 1.7 1.3 0.9 1.0 1.0 0.7
Christmas Productions 1.4 1.3 1.1 1.1 1.0 1.3
Country/Folk 1.1 1.3 1.3 1.2 1.3 1.8
Audio Books n.s. n.s. n.s. 0.9 2.1 2.7
Other 2.5 2.9 3.0 3.3 4.2 2.3

* Retail prices incl. VAT

** The soundtrack to "Titanic" is classified as a classical music product

(Source: Jahrbuch der Phonographischen Wirtschaft 2004 [Phonographic Industry Yearbook 2004])

The losses in pop and rock music are attributed to these segments having been the most gravely
affected by illegal copying.
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3.2.5 AGE STRUCTURE OF RECORDED MUSIC PURCHASERS ACCORDING TO REPERTOIRE
SEGMENTS

TABLE 7:
AGE STRUCTURE OF RECORDED MUSIC PURCHASERS ACCORDING TO REPERTOIRE
SEGMENTS FOR 2002 AND 2003

10–19 years old 20–29 30-39 40–49 50 years and
olderIn percent

Population as of
31.12.2002

12.7 12.7 18.4 17.0 39.1

Population as of
31.12.2003

12.5 12.6 18.1 17.2 39.6

Overall Phonographic
Market 2002

12.1 21.9 28.3 19.7 18.0

Overall Phonographic
Market 2003

12.2 21.5 27.5 20.3 18.9

Pop 2002 14.3 22.3 32.2 21.4 9.8
Pop 2003 14.3 22.6 30.2 22.4 10.5
Rock 2002 15.2 31.4 28.3 17.8 7.3
Rock 2003 16.5 30.2 30.5 17 5.7

Schlager/Volksmusik 2002 5.3 14.4 20.1 19.0 41.2

Schlager/Volksmusik 2003 6.6 14.6 21.3 18.7 38.9
Dance 2002* 26.1 33.8 21.8 14.2 4.1
Dance 2003* 26 40.6 17.6 12.3 3.5
Classics 2002 1.3 4.1 12.1 24.0 58.4
Classics 2003 1.5 3.4 12.9 26.9 55.2

* incl. German Pop
** incl. HipHop and Rap

(Source: Jahrbuch der Phonographischen Wirtschaft 2004 [Phonographic Industry Yearbook 2004])

3.2.6 NATIONAL AND INTERNATIONAL PRODUCTIONS IN GERMANY

3.2.6.1 New Impetus of Creative Talent
More than ever the German charts are dominated by productions from within Germany: 30% of
albums and 55% of singles are home productions. In previous years there had only been a
handful of stars popular enough to hold top positions for longer periods and regularly sell
millions of albums (such as Herbert Grönemeyer, Peter Maffay, Die Ärzte or Wolfgang Petry); in
more recent times a flood of newcomers from the most diverse of musical genres have made it
right to the top: Wir sind Helden, Gentleman, Juli, De Randfichten or Silbermond received gold
or platinum awards–some even for their debut albums.

3.2.6.2 World Hits Made in Germany
On an international level German productions are frequently not even perceived as being
German since their lyrics are often in English. Many of these have had outstanding success:
Modern Talking sold more than 100 million recorded music devices worldwide and were able to
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have a real hit in 1998 with the song “You’re My Heart, You’re My Soul”. Lou Bega’s “Mambo 
No. 5” sold a total of 15 million recorded music devices from 1999 onwards, 11 million of these
outside Germany. From 1998 the debut album of *NSYNC reached over 10 million sales
worldwide.

Since the 1970s German metal productions have enjoyed astounding success abroad.
Alongside bands like Accept and Helloween, it was above all the The Scorpions from Hanover
who set new standards: As early as 1982 the album “Blackout” received a platinum award for 
sales of one million copies. “Winds of Change” (1990) sold 22 million copies worldwide.

The East Berlin band Rammstein also entered the charts worldwide selling over five million
copies of their first three albums “Herzeleid”, “Sehnsucht” and “Mutter” on the international 
market. In 2004 the fourth album “Reise, Reise” made the Top Ten in 17 countries. The CD
made it to Number One in countries that included Finland, Switzerland, Iceland and Mexico.
The rock brand Guano Apes from Göttingen broke a record in 1999 with “Proud Like a God”: 

more than two million copies of the album were sold worldwide– this made “Proud Like a God” 
the most widely sold English-language debut album by a German rock band.

3.2.6.3 International Successes for German Producers
Those active behind the scenes were also able to benefit from the new impetus of German
productions: Producers like Mousse T, DJ Tomekk and Westbam were not only successful with
their own projects but also as creative forces with productions by international stars such as
Tom Jones, Missy Elliot, Ice-T or KRS-One. Techno was a music trend of worldwide relevance
and the first one to come from Germany since Anglo-American music began to dominate
popular music.

3.2.7 COMPARISON OF NATIONAL AND INTERNATIONAL PRODUCTIONS

TABLE 8:
PROPORTION OF NATIONAL AND INTERNATIONAL SINGLE PRODUCTIONS IN THE TOP 100
CHARTS, 1995–2002

In percent 1990 1991 1992 1993 1994 1995 1996 1997 1998 1999 2000 2001 2002 2003

International
production

70.8 77.8 77.6 72.5 61.8 58.7 57.9 51.8 57.3 53.8 55.9 64.5 57.3 45.3

1990 1991 1992 1993 1994 1995 1996 1997 1998 1999 2000 2001 2002 2003

National
production

29.2 22.2 22.4 27.5 38.2 41.3 42.1 48.2 42.7 46.2 44.1 35.5 42.7 54.7

(Source: Jahrbuch der Phonographischen Wirtschaft 2004 [Phonographic Industry Yearbook 2004])



Export handbook Germany Chapter 3

50

TABLE 9:
PROPORTION OF NATIONAL AND INTERNATIONAL LONGPLAY PRODUCTIONS IN THE TOP
100 CHARTS, 1990–2003

In percent 1990 1991 1992 1993 1994 1995 1996 1997 1998 1999 2000 2001 2002 2003

Soundtracks 1.7 3.7 1 5.3 2.5 2.3 1.9 3.9 5.6 2.8 2.4 2.6 2.4 2.7

National
production

22.9 17.9 17.4 18.1 23.5 23.9 26.5 22.3 27.4 23.2 19.5 21.1 26.5 29.5

International
production

60.6 64.7 67.4 59.9 52.8 51.1 45.3 45.1 37.1 42.8 48.7 47.9 44.79 46.6

Compilations 14.8 13.7 14.2 16.7 21.2 22.7 26.3 28.7 29.9 31.2 29.4 28.5 26.4 21.1

(Source: Jahrbuch der Phonographischen Wirtschaft 2004 [Phonographic Industry Yearbook 2004])



Export handbook Germany Chapter 4

51

4. VALUE CREATION CHAIN AND MARKETING

4.1. PRODUCTION

4.1.1 CREATIVE ARTISTS
As elsewhere, in the music economy the value creation chain begins with raw material, i.e.
creative artists. According to the GEMA and GVL there are around 50,000 authors, 1,000
producers and 100,000 music interpreters living and working in Germany. While authors and
producers are organised in the German Composers’ Association (DKV), the German Lyricists’ 
Association (DTV) and the German Music Producers’ Association (MPAG), for music 
interpreters there is only the German Orchestra Union (DOV). The DOV caters for the area of
classical music; almost all members of German orchestral and radio choirs are united under the
organisation which is a very influential professional association. However, in contrast to their
counterparts in other European countries, professional recording and performing artists in the
fields of pop and rock music have until now not recognised the necessity of a powerful
representative body.

4.1.2 SOUND STUDIOS
In recent times sound studios in Germany had to suffer several Waterloos. After digital
technology had brought recording tools onto the market that continued to improve and cost less,
today almost every musician with some degree of ambition possesses his/her own small home-
studio. Costing between 3,000 and 5,000 euros, these mini studios may be on a semi-
professional level, but for professional sound studios the commercial consequences have been
considerable. The disastrous development on the recorded music market, which has not taken
place to this extent on any other market in the world, led to the record companies’ budgets 
failing to materialise and at the same time a considerable decline in contracts from the
advertising industry. This in turn caused numerous recording studios, many of them renowned
ones with a worldwide reputation, to disappear altogether. This shrinking process occurred to
such an extent that the A&R’s and producers are now confronted with shortages in studio
capacities because the contract books of the studios that survived are currently fully booked.
However, experts from the industry expect the trend towards smaller, more compact and
sophisticated devices at lower prices to create a low-budget full-service technology that will
prolong the crisis in which sound studios find themselves.
(Addresses–see appendix)

4.1.3 PUBLISHERS
The GEMA’s index of members lists 4,476 publishers –456 affiliated, 315 extraordinary and
3,711 full member firms–an extraordinarily high number of publishing firms (Source: GEMA
Yearbook 2003/2004).

More than 400 of the publishing firms located in Germany are organised in the German
Music-Publishers’ Association, 15 of these as publishing firms affiliated to the majors while the
rest are medium-sized music publishers that, for reasons of clarity, are divided into the classic
music areas of e-music and u-music (e-music: “serious” music; u-music: entertainment music).
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4.1.3.1 Publishers Affiliated to Major Companies
Initially founded by the corresponding record companies, the music publishers affiliated to
majors have developed into self-governing, internationally operating company areas through
signing author exclusivity contracts, setting up new editions, co-publishing agreements,
administration contracts and the acquisition of catalogues and firms. Mostly independent and
detached from the affiliated group, these organisations serve all business partners in the entire
field of entertainment music in Germany. In addition, some publishers possess notable “e-
music” catalogues or music library domains (cf. 4.1.3.2, see explanation concerning term “e-
music”).

The market leader of the major publishers is EMI Music Publishing, followed by
Warner/Chappell Music, BMG Music Publishing, Universal Music, the Universal Publishing
Group and Sony/ATV Music Publishing (addresses–see Appendix).

4.1.3.2 Independent Publishers –E-Music (“Serious” Music)
For historical reasons and to justify the public subsidies granted the classical music genre, a
differentiation between so-called “e-music” (“ernste” Musik, i.e. “serious” music) and “u-music” 
(“Unterhaltungs”-Musik, i.e. light or entertainment music) is made in Germany. The domain of
e-music (including choir music) has a variety of very small publishers, some with centuries of
tradition. Due to the small share of the market occupied by classical music CDs with a high
“public domain” share, the proportion of the takings from the right of reproduction plays a 
relatively minor role. By contrast, the paper industry (printing of sheet music) by far makes the
highest turnover share. However, due to the high costs of personnel, storage and distribution
this sector is very cost-intensive and demands considerable know-how from specialists. Since
the business philosophy is geared to long-term investments with long-term exploitation periods
and it being very difficult for the classic sheet-music trade in German speaking countries to
reduce costs through multinational sales structures, the pressure through competition by e-
music publishers affiliated to majors is relatively moderate. Altogether the paper domain in
Germany makes a yearly turnover of around 85 million euros; the following publishers make an
estimated turnover of more than 5 million euros from plain music publishing:

Bärenreiter-Verlag GmbH & Co. KG
CEO: Leonhard Scheuch
Heinrich-Schütz-Allee 35
34131 Kassel
Tel.: +49 561 3105-0
Fax: +49 561 3105-240
Email: info@baerenreiter.com
www.baerenreiter.com
info@baerenreiter.com

mailto:info@baerenreiter.com
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Breitkopf & Härtel KG
CEO: Gottfried Möckel
Walkmühlstrasse 52
65195 Wiesbaden
Tel.: +49 611 45008-0
Fax: +49 611 45008-60
Email: info@breitkopf.de
www.breitkopf.de

G. Henle Verlag
CEO: Dr. Wolf-Dieter Seiffert
Forstenrieder Allee 122
81476 Munich
Tel.: +49 89 75982-0
Fax: +49 89 75982-40
Email: info@henle.de
www.henle.de
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C.F. Peters Musikverlag
CEO: Karl Rarichs
Kennedyallee 101
60596 Frankfurt
Tel.: +49 69 630099-0
Fax: +49 69 630099-54
Email: info@edition-peters.de
www.edition-peters.de

Schott Musik International
President: Dr. Peter Hanser-Strecker
Weihergarten 5
55116 Mainz
Tel.: +49 61 312460
Fax: +49 61 31246211
Email: info@schott-musik.de
www.schott-music.com/

Sikorski Internationale Musikverlage
CEO: Dr. Axel Sikorski
Johnsallee 23
20148 Hamburg
Tel.: +49 40 414100-0
Fax: +49 40 414100-40
Email: contact@sikorski.de
www.sikorski.de

Branches of foreign firm groups:

Universal-Edition
President: Dr. Peter Hanser-Strecker
Weihergarten 5
55116 Mainz
Tel.: +49 6131 246-0
Fax: +49 6131 246-2 11
Email: info@schott-musik.de
www.schott-music.com

Boosey & Hawkes - Bote & Bock Musikverlag
CEO: Winfried Jacobs
Lützowufer 26
10787 Berlin
Tel.: +49 30 250013-00
Fax: +49 30 250013-99
Email: musikverlag@boosey.com
www.boosey.com

http://www.sikorski.de/
http://www.schott-music.com/
http://www.boosey.com/
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4.1.3.3 Independent Publishers –U-Music (Light and Entertainment Music)
In the area of u-music (cf. 4.1.3.2 for explanation concerning term “u-music”) there are 
numerous publishers being authors at the same time and exercising only their own rights. In
addition, many production companies, studio owners and Independents operate publishing
companies that exercise author rights from their immediate business environment. While the
paper business for u-music plays only a minor role, the major turnover is made through the
mechanical reproduction rights of recorded music and through performing rights on radio and
television.

Since pressure through competition from firms affiliated to majors is very intense,
independent publishers added further areas of activity to the domain of plain music publishing.
In the field of administration of rights the independent publisher disposes of greater leeway for
individual contacts and consultation of advertising agencies, film producers etc. Alongside
consultation this opens up a further field for placing works from their own catalogue.

The promotion departments of the recorded music industry hardly succeed in carrying out
the advertising required for individual products at broadcasting authorities, night clubs etc.
Independent firms provide this to an increasing extent as a service–with great success.

At the same time, the consultation of their own authors, right up to the management of
other contracts for their authors is becoming increasingly significant for independent
publishers.

The best-known larger publishers with an estimated yearly turnover of more than 5 million
euros from the publishing business include:

Rolf Budde Musikverlag GmbH
CEO: Prof. Dr. Rolf Budde
Hohenzollerndamm 54a
14199 Berlin
Tel.: +49 30 824005-0
Fax: +49 30 8237076
Email: budde@buddemusic.de
www.buddemusic.de

Musikverlage Hans Gerig
CEO: Lutz Ilgner
Frankenforster Strasse 40
51427 Bergisch Gladbach
Tel.: +49 2204 2003-0
Fax: +49 2204 2003-33
Email: verlagsinfo@gerig.de
www.gerig.de

Edition Intro Meisel GmbH
CEO: Thomas Meiselss 18
10707 Berlin
Tel.: +49 30 884140
Fax: +49 30 8816243
Email: contact@meiselmusic.de
www.meiselmusik.de
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Melodie der Welt
CEO: Johann Michel
Große Friedberger Strasse 23-27
60313 Frankfurt
Tel.: +49 69 299867-0
Fax: +49 69 299867-10
melodie-der-welt@mdw-ffm.de

Roba Music Verlag GmbH
CEO: Rolf Baierle
Feldbrunnenstrasse 50
20148 Hamburg
Tel.: +49 40 414108-0
Fax: +49 40 414108-77
Email: info@roba.com
www.roba.com

Branches of foreign firm groups:

Peer Musikverlag GmbH
CEO, European President: Klaus-Michael Karnstedt
Mühlenkamp 45
22303 Hamburg
Tel.: +49 40 278379-0
Fax: +49 40 278379-40
Email: germany@peermusic.com
www.peermusic.com/

Particular attention should be drawn towards the following Independent music publishers
which distinguish themselves through years of sustained publishing work and long-term artist
development.

AMV ALSTER Musikverlags-GmbH

AMV ALSTER was founded in Hamburg in 1990 and provides services for long-term artist
development–including approaching record companies, exercising synch rights and arranging
positioning on compilations. The music publisher co-operates with permanent, international
partners.

mailto:melodie-der-welt@mdw-ffm.de
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AMV Alster Musikverlags GmbH
CEO: Jens-Markus Wegener
Bramfelder Chaussee 238 c
22177 Hamburg
Tel.: +49 40 642143-700
Fax: +49 40 642143-4700
Email: amv@public-propaganda.de
www.amv-alster.de/

Freibank Musikverlags- und Vermarktungs-GmbH

Founded in 1987, Freibank is active as a publisher. In addition, it provides services including
artist management and artist consultation, marketing, counselling and online usage.

Freibank Musikverlags- und Vermarktungs GmbH
CEO: Klaus Maeck
Ditmar-Koel-Strasse 26
20459 Hamburg
Tel.: +49 40 310090
Fax: +49 40 313411
Email: linde@freibank.com
www.freibank.com/

Musical genres: Alternative, avant-garde, entertainment, comedy/spoken word, Dance &
electronic, pop, dark/wave, German pop, drum'n'bass, HipHop & rap, house, industrial, new
instrumental, soundtrack, techno, world music & folk.

Progressive Musikverlag GmbH

Progressive was founded in 1988. In addition to its work as a music publisher it is active in
further fields of business such as artists agency, music production and sound studio.
Musical genres: Popular music, Dance & electronic, pop, rock, serious music, vocal music,
contemporary music

Progressive Musikverlag GmbH
CEO: Rudy Holzhauer
Bramfelder Chaussee 238 c
22177 Hamburg
Tel.: +49 40 6425046
Fax: +49 40 6425999
Email: rudy@progressive-mv.de
www.progressive-mv.de/

Wintrup Musikverlage

Wintrup Musikverlage was founded in 1974 and since then has catered for the reinforcement
and promotion of authors and artists. The publisher works abroad with partners from the Indies

mailto:linde@freibank.com
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and the majors. The music catalogue includes Kraan, DAF, Helloween, Erste Allgemeine
Verunsicherung, Rosenstolz, Wir sind Helden and The Notwist.
Musical genres: Popular music, Dance & electronic, jazz, pop, rock, world.

Wintrup Musikverlage
CEO: Walter Holzbaur
Wallgraben 2
32756 Detmold
Tel.: +49 5231 92530
FAX: +49 5231 27390
Email: info@wintrup.de
www.wintrup.de/

4.1.4. RECORD COMPANIES
In Germany turnover with recorded music has plummeted by almost 40% since 2000 to 1,800
million euros. For the business year 2004 the German Phono Associations expect a
comparatively minor decline in turnover of 6% and hope for a stable business year for 2005
followed by an upward trend for 2006.

The turbulence on the German recorded music market was triggered by a dramatic change
in consumer behaviour. It was not general reluctance on the part of customers that had such
adverse effects on the industry; PC games and mobile telephones are competing more than ever
before at least for the budget of younger customers. Added to this, Internet piracy and the
continuous improvements in copying technology make the purchase of CD’s unnecessary in the 
eyes of many. The 133 million CDs that were sold in 2003 were contrasted by 325 million blank
CDs intended for music.

The majors initially reacted to the collapse in the market with a reduction in purchases of
products and artists and with huge increases of the marketing budget (TV, radio, print,
widespread poster campaigns etc.). More recently, these were joined by massive staff dismissals
and a radical withdrawal from the local artist delevelopment.

There is now a breeze of new business in the industry due to downloads of music pieces via
mobile telephone devices. Meanwhile the Internet is also developing from a menace into a
distribution channel to be taken seriously. Above all the advances by the US computer
manufacturer Apple are giving the industry reason for new hope. Alongside Apple around 20
other sales platforms in Germany are now providing similar download services, including T-
Online and Karstadt-Quelle (cf. Chapter 4.2.11 Download Platforms). Since 30 August 2004
legal download sales have been included in the official German singles sales charts, and since 29
September 2004 Media Control has been raising figures on behalf of the “Bundesverband der 
Phonographischen Wirtschaft” (Association of the German Phonographic Industry) for the
official download charts.

The Independents currently have an estimated 20% share of the market; their prospects are
considered promising in view of the majors’ partial withdrawal. In fact, distributors like Indigo 
and SPV with their in-house labels and distribution labels, or firms like Ministry of Sound,
Sanctuary, !K7, Four Music and others have expanded contrary to the trend and extended their
market position. The amount of quotations and top positions in the sales charts has
considerably increased. The reason for this is the more competent market appearance of the
Independents due to their close contact to the artists and their targeted appeal to music lovers

mailto:info@wintrup.de
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and intense buyers while the majors address a mass consumer-goods market, concentrating on
renowned names and cost-intensive TV events.

Fundamentally the Independents are just as affected by the problems on the German market
as the majors. An added complicating factor is that the rapid reduction of sales-space in retailing
as well as uniform media formatting (radio, TV) make access to the customer increasingly
difficult. Even the exceptionally large amount of approx. 1,200 active record companies poses a
problem. It is feared that, with the insolvency of the traditional Independent distributor EFA,
which has already triggered follow-up bankruptcies of renowned firms like VIELKLANG, a
comprehensive reshuffling of the market has set in.
Nevertheless the “founding boom” persists. In 2004 the German Independent association

VUT reported 200 new candidates with a large proportion of “start-ups”. The increase in “artist 
labels” is of particular interest here. Following the example of Die Toten Hosen (JKP) or DIE 
FANTASTISCHEN VIER (Four Music), more and more medium-sized acts are now taking
business into their own hands and are using the majors frequently as a mere service provider for
manufacturing and distribution. Parallel to this, the trend towards generality is growing with
Independents not only taking on the marketing of music productions but also the publishing ,
booking and management.

The relationship between Independents and majors in Germany is comparatively peaceful in
contrast to markets in other countries. This is certainly due to the goodwill that exists on both
sides. The election of a VUT Representative as well as two further Independents (Ministry of
Sound, EDEL) in the joint committee of the industry associations IFPI and the “Bundesverband 
der Phonographischen Wirtschaft” (Association of the German Phonographic Industry)
guarantees a certain degree of transparency. An effort is being made to engage in joint lobbying
– and specific major undertakings such as “PhonoNet” or “Music Promotion Network” are in 
principle open towards Independents.

Since the German Group of the IFPI entered into a dispute with the GEMA in 2004, special
priority is given to the diverse interests of majors committed to “shareholders value” and the 
interests of the owner-run Independents.

The German Group of the IFPI is striving for a reduction in authors’ remuneration payments 
for recorded music sales (“GEMA licences”) from currently 9.009% of the so-called price per
dealer to 5.6%. To this end it has introduced an arbitral procedure that is estimated to run for
several years; the rate of 38% from the licences that were common until now will no longer be
paid to the GEMA, i.e. to the authors and their publishers, but into a so-called trustee account.
As a “consequence and expression of the Independents’ business philosophy on a 

partnership basis” the VUT has distanced itself from this on the grounds that “it does not see 
itself merely as a financier and distributor but as comprehensive artistic, organisational and
commercial backing for creative forces (authors, music interpreters and producers). This close
contact enables co-operation through which careers are developed in the long term, repertoires
built up and maintained and new markets ‘invented’. This way of working demands mutual 
solidarity, i.e. solidarity also with the representative bodies of authors and publishers–the
GEMA.

Years of solvency cutbacks of 38% of GEMA licences do not promote the interests of VUT
members. In view of the approach adopted by record companies and publishers–both are
developing functions as ‘rights administrators’ and thus moving closer together –more and
more VUT members are founding their own publishing companies, since a publisher can also
acquire performing artists rights and release records”. 
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!K7 Records GmbH
CONTACT: Horst Weidenmüller
Heidestrasse 52
10117 Berlin
Tel.: +49 30 2020957
Email: office@k7.com
www.k7.com/

MUSICAL GENRES: Electro, HipHop, Dance, Dub
ARTISTS: Smith&Mighty, Terranova, Tosca, Funkstörung, Beth Hirsch
A&R: a_and_r@k7.com
ALBUMS (PER YEAR): 15
COMPILATIONS (PER YEAR): 10
EPs (PER YEAR): 5

scape GmbH
CONTACT: Stefan Betke, Barbara Preisinger
Lausitzer Platz 15
10997 Berlin
Tel.: +49 30 616759-30
Email: info@scape-music.de
www.scapemusic.de/

MUSICAL GENRES: Electro, HipHop, Dance, Dub
ARTISTS: Jan Jelinek, Burnt Friedman, Bus, Deadbeat...
ALBUMS (PER YEAR): 4
COMPILATIONS (PER YEAR): 1
EPs (PER YEAR):

Apricot Records GmbH
CONTACT: Dr. Hanns-Christian Mahler,Johannes Schneider, Martin Nelte
Bahnhofstrasse 41
65195 Wiesbaden
Tel.: +49 611 761757
Email: info@apricot-records.de
www.apricot-records.de/

MUSICAL GENRES: Rock, Pop, Alternative
ARTISTS: Bazooka Chain, Busch, Les Garcones, Rockformation Diskokugel...
ALBUMS (PER YEAR): 8
COMPILATIONS (PER YEAR):
EPs (PER YEAR): 3

mailto:info@scape-music.de
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Bungalow Records
CONTACT: Holger Beier, Christof Ellinghaus
Willibald-Alexis-Strasse 20
10965 Berlin
Tel.: +49 30 6953783
Email: bungalow@bungalow.de
www.bungalow.de/

MUSICAL GENRES: Alternative, Pop, Rock, Dance
ARTISTS: Stereo Total, Stereo Deluxe, Saint Etienne, Mina, Le Hammond Inferno...

Cargo Records GmbH
CONTACT: Michael Schuster
Gräfrather Strasse 124
42329 Wuppertal
Tel.: +49 202 739490
Email: michael@cargo-records.de
www.cargo-records.de

MUSICAL GENRES: Alternative, Rock, Punk, Reissue, Ska
ARTISTS: Afghan Whigs, Alkaline Trio, Angry Samoans...
ALBUMS (PER YEAR): 10

Four Music Productions GmbH
CONTACT: Gerhard Braum
Schlesische Strasse 27/House 3
10997 Berlin
Email: info@fourmusic.com
www.fourmusic.com/

MUSICAL GENRES: HipHop, Black Music
ARTISTS: Die Fantastischen Vier, Afrob, Turntablerocker, Silly Walks,
Freundeskreis, Gentleman, Mocky...
ALBUMS (PER YEAR): 8
COMPILATIONS (PER YEAR): 1
EPs (PER YEAR): 24

Kitty-Yo
CONTACT: Raik Hölzel
Greifswalder Strasse 29
10405 Berlin
Tel.: +49 30 4172800
Email: info@kitty-yo.de
www.kitty-yo.de
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MUSICAL GENRES: Alternative, Electro
ARTISTS: Kante, Sex in Dallas, Maximilian Hecker, Gonzales, Jeans Team, Raz
Ohara...
ALBUMS (PER YEAR): 8
EPs (PER YEAR): 5

Kompakt
CONTACT: Mayer, Pape, Voigt
Tel.: +49 221 2578745
www.kompakt-net.de

MUSICAL GENRES: Electro, House, Techno
ARTISTS: Wolfgang & Reinhard Voigt, Superpitcher, Michael Mayer, The Orb...
EPs (PER YEAR): 20

Lado Musik GmbH
CONTACT: Carol von Rautenkranz
Blücherstrasse 11
22767 Hamburg
Tel.: +49 40 4316640
Email: info@lado.de
www.lado.de/

MUSICAL GENRES: Alternative, Electro, Pop, Rock
ARTISTS: Tocotronic, The Robocop Kraus, Die Regierung, Superpunk, Ascii Disko...
ALBUMS (PER YEAR): 10
COMPILATIONS (PER YEAR): 2
EPs (PER YEAR): 20

MDG Musikproduktion
CONTACT: Manfred Görgen
Bachstrasse 35
32756 Detmold
Tel.: +49 5231 93890
Email: goergen@mdg.de
www.mdg.de/
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MUSICAL GENRES: Classical
ARTISTS: Christian Zacharias, Elisabeth Leonskaja
A&R: Manfred Görgen

Monika Enterprise
CONTACT: Gudrun Gut
Belzigerstrasse 23
10823 Berlin
Tel.: +49 30 7852415
info@m-enterprise.de

MUSICAL GENRES: Alternative, Dance, Pop
ARTISTS: Cobra Killer, Quarks, Masha Qrella...
ALBUMS (PER YEAR): 2
EPs (PER YEAR): 3

Nuclear Blast Tonträger-Produktions- und Vertriebs GmbH
CONTACT: Markus Staiger
Hauptstrasse 109
73072 Donzdorf
Tel.: +49 7162 928017
Email: death@nuclearblast.de
www.nuclearblast.de/

MUSICAL GENRES: Alternative, Metal, Dark/Wave
ARTISTS: Agnostic Front, Anthrax, Cathedral, Danzig, S.O.D., Pro Pain, Death...
ALBUMS (PER YEAR): 35
EPs (PER YEAR): 5

Piranha Musik Produktion & Verlag AG
CONTACT: Akbar Borkowsky, Brigitte Bieg
Bergmannstrasse 102
10961 Berlin
Tel.: +49 30 31861413
Email: records@piranha.de
www.piranha.de/

MUSICAL GENRES: World Music
ARTISTS: Klezmatics, Sin Palabras, Emil Zrihan, Chango Spasiuk, Ali Hassan Kuban
ALBUMS (PER YEAR): 10

mailto:death@nuclearblast.de
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Shitkatapult
CONTACT: Marco Haas
Petersburger Strasse 81
10247 Berlin
Tel.: +49 30 2949143-7
Email: mail@shitkatapult.com
www.shitkatapult.com

MUSICAL GENRES: Electro, Techno
ARTISTS: Apparat, T.Raumschmiere, Das Bierbeben, Phon.o...
ALBUMS (PER YEAR): 3
EPs (PER YEAR): 7

Supermusic
Am Sondert 22
40883 Ratingen
Tel.: +49 2102 660518
Email: service@supermusic.de
www.supermusic.de

MUSICAL GENRES: Rock, Pop, Dance, Alternative, HipHop
ARTISTS: Fidget, Gautsch, Planlos, The Churchills...
ALBUMS (PER YEAR): 7
EPs (PER YEAR): 1

Tresor Records GmbH
Wrangelstrasse 20
10997 Berlin
Tel.: +49 30 695377-0
Email: info@tresor-berlin.de
http://www.tresorberlin.com/

MUSICAL GENRES: Techno
ARTISTS: Jeffs Mills, Chester Beatty, Din-ST, Sender Berlin, Si Begg...
ALBUMS (PER YEAR): 12
EPs (PER YEAR): 24

4.2. DISTRIBUTION CHANNELS AND TRADE

4.2.1 THE CURRENT SITUATION IN THE GERMAN RECORDED MUSIC TRADE
Trade in Germany is currently going through a phase of concentration. There is now only a small
number of large and powerful participants in themarket who can hold their ground in today’s 
difficult situation and develop their goods and services despite the decline in the market. At the
same time there is a tendency to transfer more responsibility and risk onto system service
companies. What is also apparent is that foreign suppliers like FNAC, Virgin and HMV, who are
very successful in their home markets, cannot assert themselves in Germany. It must be noted,
however, that MediaMarkt/Saturn Saturn are very dominant competitors in this market
segment.

mailto:service@supermusic.de
mailto:info@tresor-berlin.de
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There are 150,000 recorded music devices currently on offer in Germany from over 200
suppliers–mostly companies that group together the range of around 1,200 active music labels
that are on offer. Added to these are imports and products in their own distribution. The real
selection on offer in the retail trade is considerably less: in extensive grocery retailing there are
1,000 to 1,500 items in one department, in specialised shops and department stores between
10,000 and 15,000 items and only in large specialised stores and technical department stores a
larger range comprising more than 15,000 items.
Compared to Great Britain or France, however, Germany’s proportion of retailers dealing 

only with recorded music and of specialised retailers is traditionally rather small (under 5%).
The large-scale companies on the other hand are growing: stores such as MediaMarkt, Saturn,
Karstadt, Müller, ProMarkt and MakroMarkt occupy 55% of the market with the tendency
pointing towards growth. In the early 1990s large-scale companies of the retail trade held a total
market share of around 7%. In late 2002 stores specialised in electronic equipment alone held
19.5% according to GfK figures. The Media-Saturn Group today has a 25% share of the market,
meaning that it sells every fourth CD sold in Germany; the GfK does not classify Media-Saturn
as an electronic store but as a megastore. Megastores have a 10.7% share of the market.

Generally the negative development on the recorded music market led to a heavy reduction
of the range on offer in favour of DVDs. The chain stores have meanwhile restructured their
marketing; they now advertise with DVD players, mobile telephones and digital cameras, CDs
playing only a minor role.

4.2.2 PHONONET GMBH
In 1991 the “Bundesverband der Phonographischen Wirtschaft e.V.” (Federal Association of the
Recording Industry) founded PhonoNet GmbH to standardise and simplify the exchange of data
between trade, industry and the media. PhonoNet passes on the producers’ product data to 
retailers electronically and forwards orders to the respective distributors. Furthermore,
PhonoNet provides sales figures of the trade for the compilation of music charts and for market
research purposes.
PhonoNet’s electronic general catalogue contains track and cover data of the music available

and two million music samples. It is updated on a daily basis and used for sales promotion with
online traders, in listening stations at static retailers and on CD ROM for research by managing
clerks. Furthermore, the data of the products available is accessible to anyone for search
purposes on the website musicline.de.

PhonoNet GmbH
Bei der Pulvermühle 7a
22453 Hamburg
Tel.: +49 40 554937-0
Fax: +49 40 554937-99
Email: phononet@phononet.de
www.phononet.de
www.musicline.de
www.musikinfostation.de
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4.2.3 TRADE ASSOCIATIONS

4.2.3.1 Gesamtverband Deutscher Musikfachgeschäfte e.V. (GDM) (Association of German
Specialist Music Stores)
The GDM was founded way back in 1819 as an association of musical instruments and
accessories retailers and publishers. Today it sees itself primarily as an organisation of
independent retailers faced with the task of holding their ground against large chain stores. The
GDM is divided into the trade associations for musical instruments and accessories, pianos,
musical electronics, recorded music and the working group for young managers.

Over 220 retailers have grouped together within the GDM trade association to form the
network Aktiv Musik Marketing (AMM). The AMM publishes its own journals and has managed
to become the pacemaker in numerous fields of the recorded music market. The “Aktiv 
Musikmagazin” gives current information on new recorded music and trends while the journal 
“Musikhandel” focuses on reporting about musical instruments and accessories.

GDM
President: Michael Huchthausen
Friedrich-Wilhelm-Strasse 31
53113 Bonn
Tel.: +49 228 53970-0
Fax: +49 228 53970-70
Email: gdm@musikverbaende.de
www.gdm-online.com

AMM
Provisional Director: Sebastian Lipski
Friedrichstrasse 20
57072 Siegen
Tel.: +49 271 23257-0
Fax: +49 271 23257-15
Email: info@amm.de
www.amm.de

4.2.3.2 Handelsverband Musik und Medien e.V (HAMM) (Trade Association for Music and
Media)
Since 2000 HAMM has been representing several large media retailers. HAMM is the
equivalent for the trade in contrast to the established association structures of the producers
represented by the “Bundesverband Phono”. 

HAMM
Director: Nina Krogmann
Maria-Louisen-Strasse 67
22301 Hamburg
Tel.: +49 40 3252-7177
Fax: +49 40 3252-7178
Email: n.krogmann@hamm-ev.de
www.hamm-ev.de
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4.2.4 DISTRIBUTORS
The distributors of large recorded music groups cover around 80% of the German market.
Through the merging of BMG and Sony it is estimated that only three major companies will
remain on the market.
The diversity of the market is guaranteed by the large quantity of Independents and small
businesses that also cater for isolated themes. Many of these distributors specialise in particular
genres.

4.2.4.1 Major Distributors

Universal Vertrieb

Parent company: Universal Music Deutschland
Distributor for: Compost Medien GmbH & Co. KG, Dos Or Die Recordings GmbH, Hot Action
Records, Roadrunner Records, Telemedia Music GmbH, Universal Classics & Jazz, Universal
Music Domestic Division (UDD), Universal Music International Division (UID), Universal
Strategic Marketing (USM)
Labels include: A&M, Boutique, Def Jam, Dreamworks, Geffen, Hot Action, Interscope, Island,
kick records, Konsum, Kosmo Records, MCA, Menschenkinder, Mercury, Ministry Of Sound,
Motor, Philips, Polydor, Polystar, Republic, Roadrunner, Sumo, Superstar, Urban, Verve,
Völker hört die Tonträger, Wildcard, Zeitgeist
Licensed labels: ECM, Freizeit Records, Hazelwood, Laughing Horse Music, Musik für Dich

Universal Vertrieb
Managing Director: Peter Mucha
Stralauer Allee 1
10245 Berlin
Tel.: +49 30 52007-01
Fax: +49 30 52007-2217
Email: peter.mucha@umusic.com
www.universal-vertrieb.de

BMG Sales

Parent company: BMG Records GmbH
Own labels: RCA, Ariola, Arista, J ive, Subword, GUN, Hansa, Amiga, Modul, Na Klar!,
Spassgesellschaft!
Distributed labels: DRAKKAR, White Records

BMG Sales
Director Sales Specialised Stores/Mail Order/Club: André Mühlhausen
Neumarkter Strasse 28
81673 Munich
Tel.: +49 89 4136-0
Fax: +49 89 4136-9166
Email: andre.muehlhausen@bmg.com
www.bmg.de
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Sony Music Marketing

Parent company: Sony Music Entertainment (Germany) GmbH & Co. KG
Distributor of: Columbia TriStar Home Entertainment (CTHE), Distel Media GmbH, Sony
Classical, Sony Music Domestic, Sony Music International, Sony Music Media
Labels include: 550 Music, Columbia National, Dance Division, Epic, Epic National, Four
Music, Illustrious, Independiente, Loud, Pirate Rec., SMM, ssq, Work, X-Cell

Sony Music Entertainment (Germany) GmbH & Co. KG
Sales Manager: Wolfgang Orthmayer
Bellevuestrasse 3
10785 Berlin
Tel.: +49 30 13888-7580
Fax: +49 30 13888-7190
Email: wolfgang_orthmayer@de.sonymusic.com
www.sonymusic.de

Note: Since Sony and BMG are currently in a process of restructuring and integration, at
present no statements can be made on the future of the merged company.
4.2.4.2 Independent Distributors

Al!ive Vetriebs- und Marketing AG

Founded in 2000
Labels: Pandaimonium, Pork Pie, Scape Records

Al!ve Vertriebs- und Marketing AG
Sales Manager: Luke Stephani
Von-Hünefeld-Strasse 2
50829 Cologne
Tel.: +49 221 709043-00
Fax: +49 221 709043-11
Email: kontakt@alive-ag.de
www.alive-ag.de

Bellaphon Records GmbH & Co. KG

Founded in 1961
Own labels: Bacillus, Bellaphon, L&R
Marketed labels include: AIM, Arts Magic, Aspen Rec., Baycourt, Big Country, Com-es
Schallplatten- u. Musikverlags GmbH, Communique Records, Daredevil, Decay Records,
Edenways, Element Records, Emporio, GFS, Gutter, Jet Star, J igit Records!, Kick Music, Knife,
Linus Entertainment, Mega Müzik, Mighty Music, Monitor Rec., Muse Entity Records,
Powerage, Powerline Records, Silbersack Recordings, Sonodisc, Spaced Out Music,
Spiderweb Records, Temple Records, Track Records, VDE Gallo

http://www.mediabiz.de/firmen/index.afp?Nr=8540&Biz=musicbiz&Premium=J&Navi=00000000
http://www.mediabiz.de/firmen/index.afp?Nr=29729&Biz=musicbiz&Premium=J&Navi=00000000
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Bellaphon Records GmbH & Co. KG
Director: Jutta Zivanovic-Riedel
Ludwigstrasse 33–37
60327 Frankfurt/M.
Tel.: +49 69 2712-0
Fax: +49 69 2712-117
Email: bellaphon@bellaphon.de
www.bellaphon.de

Cosmophilia Media GmbH

Founded in 1997
Own labels: Hadshot Haheizar, Spontaneous Aerobics, Aurinko Records, PlayOutRightNow
(P.O.R.N.), C.O.R.N. Records
Marketed labels include: Chillcode, Aeon Records, Spiral Trax, ACDC, Para Meta Music,
Invent Records, Iboga Records, Balloonia Ltd, Digital Structures, Avalanche Rec., Attic,
Interzone Records, Mindsound, Nanobeat
Areas of focus: electronic, Dance, psychedelic trance

Cosmophilia Media GmbH
Director: Bianca Nussbaumer
Woferlstrasse 20
81737 Munich
Tel.: +49 89 680889-18
Fax: +49 89 680889-24
Email: bianca@cosmophilia.com
www.cosmophilia.com

Neuton Medien-Vertrieb GmbH

Founded in 1993
Own labels: Neuton Music, Passion Play, 3ton
Marketed labels: Bpitch Control, Force Inc., JH (Johannes Heil), Ongaku, Playhouse, Klang,
Mole Records, Perlon, Central, Cheap, U Turn, Toneman, Zok Zok
Area of focus: electronic music

Neuton Medien-Vertrieb GmbH
Director: Siggi Zahn
Goethering 52–54
63067 Offenbach
Tel.: +49 69 829744-11
Fax: +49 69 829744-21
Email: sigi@neuton.com
www.neuton.com

Indigo Musikproduktion & Vertrieb GmbH

Founded in 1992
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Own labels: Strange Ways
Distributed labels include: 2bp, 4AD/Beggars Group, Accession, All Score, And More Bears,
Asphalt Tango, B.A., Basic Channel, Batbeliever, Beggars Banquet/Beggars Group, Bitzcore,
Blood And Fire, Bloodshot, Buback, Captain Trip, Chapter One, Chicks On Speed Chrom, City
Centre Offices, Conträr, Cooking Vinyl, Dark Star, Deaf Shepherd, Deathwish, Delicious
Vinyl
Areas of focus: world music, punk, alternative rock, alternative country, dark wave, pop,
soundtracks, singer/songwriter, electronic, reggae, comedy/cabaret, audio books

Indigo Musikproduktion & Vertrieb GmbH
Sales Manager: Albrecht Boehm
Schlachthofstrasse 36a
21079 Hamburg
Tel.: +49 40 752499-0
Fax: +49 40 752499-99
Email: mail@indigo.de
www.indigo.de

Groove Attack GmbH

Founded in 1992
Own labels: Groove Attack Productions (GAP), Krush Grooves, Superrappin
Marketed labels: Aggro Berlin
Areas of focus: drum & bass, HipHop

Groove Attack GmbH
Director: Frank Stratmann
Schanzenstrasse 36/Building 31
51036 Cologne
Tel.: +49 221 99075-0
Fax: +49 221 99075-990
Email: distribution@grooveattack.com
www.grooveattack.com

4.2.5 WHOLESALE

4.2.5.1 System Service Industries and Rackjobbers
The significance of classic wholesalers supplying retailers and catering for import and export is
declining due to a downturn in trade and the diminishing importance of import and export. The
only surviving company from the good old days of wholesaling is MFP from Oelde am Markt.
H’Art in Marl is the largest and most significant exporter in Germany.

The downturn in the market is causing system wholesalers to become increasingly
important due to the high risks involved if transactions in the recorded music business are not
conducted highly professionally. Stock risk, pressure on margins and the critical situation on the
market all mean that retail companies must constantly conduct critical examinations of how
their goods are categorised. Since a decline in store space would lead to a further decline in the
market, system wholesalers contribute to slowing down this development.
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Traditionally, rackjobbing is strongly represented in all types of outlet companies that stock
recorded music as secondary items; this is especially the case in grocery retailing. Due to the
advanced technological development in retailing, controlling conducted from the point of sale is
becoming increasingly rare; instead this occurs increasingly through computerised systems. The
result is a shifting of turnover shares from the classic rackjobbing to the system service firm.

TMI Top Music International Vertriebs-GmbH

The wholesaler and system service company for recorded music and music videos was founded
in Mannheim in 1989. TMI is the market leader with annual turnover of 250 million euros and a
staff of 250. Its most important clients include ProMarkt, Marktkauf and REWE.

TMI Top Music International Vertriebs-GmbH
Product Purchasing: Peter Philipp
Opelstrasse 1–3
68789 St. Leon-Rot
Tel.: +49 6227 877-0
Fax: +49 6227 877-200
Email: info@tmi.de
www.tmi.de

MFP –Fust & Pagenkemper

MFP supplies more than 450 retailers and radio stores with recorded music, DVDs and games.
The company has even developed its own product-acquisition software especially adapted to the
needs of specialised stores.

MFP –Fust & Pagenkemper
Director: Frank Pagenkemper
Zum Sundern 9
59302 Oelde
Tel.: +49 2522 9330-0
Fax: +49 2522 9330-33
Email: mfp@mfp.de
www.mfp.de

Alpha Tonträger Vertriebs GmbH

The merchandising company was founded in 1971 for the field of recorded music and music
videos. With a staff of 400 it serves self-service shops and large stores including REAL and
Kaufland.
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Alpha Tonträger Vertriebs GmbH
Sales Director: Pierre Pfeiffer
Robert-Koch-Strasse 8
85435 Erding
Postfach 1363
85423 Erding
Tel.: +49 8122 413-0
Fax: +49 8122 413-310
Email: info@alpha-erding.de
www.alpha-erding.de

Jora-Tonträger- & Medien-Vertrieb (JTV)

JTV has 30 years of experience as a full-range supplier in the recorded music and software
business. It provides outdoor staff, rackjobbing, merchandise management, mail order/telesales
and end customer fulfilment in the areas of recorded music, video and data mediums.

JTV
Director: Alexander Wessendorf
Zum Panrepel 17
28307 Bremen
Tel.: +49 421 4846-0
Fax: +49 421 4846-300
Email: rwaldburger@jtv.de
www.jtv.de

4.2.6 IMPORT AND EXPORT
The concentrated network of independent distributors in Germany covers a wide spectrum of
services and genres. Even the majors import, albeit sometimes even the smallest number of
items, not least in order to inspect turnover before direct licensing takes place. There are no
systematic surveys on the rate of turnover or the degree of import and export; this data can only
be established through isolated sources such as the “GEMA-Inkasso” (collecting procedure). 
This does at least reveal that Germany imports considerably more recorded music than it
exports.

As part of a study it conducted (music export promotion, October 2002) GermanSounds
questioned 1,196 participants in the business from the sectors of music publishing, producers of
recorded music, labels and marketing, management and events organisations. The findings of
the survey were that the companies questioned generate 43% of their turnover from export. 86%
of these were “finished products”, i.e. finished, directly exported recorded music, while 14% of 
export turnover was achieved through licensing. 79% of the companies have no fixed partner
abroad and only 10% consider their fixed partner abroad to be sufficient for their own export
activities.

These figures clearly demonstrate that the potential in export is not exhausted by any
means. The record companies that were surveyed also made a clear statement on this theme:
from their point of view their export turnover could be increased by an average of 165%.
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4.2.6.1 Importers

Fenn Music Service GmbH

Founded in 1982
Labels: Arhoolie, Blind Pig, Blue Moon, Buda, Candid, Dixiefrog, Fremeaux, Fresh Sound,
High Tone, Magic, Melodie, Red House, See For Miles, Steeple Chase, Sugar Hill, Tumbao
Areas of focus: jazz, blues, world music

Fenn Music Service GmbH
Director: Thomas Fenn
Bundesstrasse 4
21521 Dassendorf
Tel.: +49 4104 960-011
Fax: +49 4104 960-013
Email: info@fenn-music.de
www.fenn-music.de

Sunny Moon Distribution GmbH

Founded in 2001
Labels: Double Moon Records, Green Linnet, Greenhouse, Intuition Records, Justin Time,
Knitting Factory, Lusafrica, Magnetic Music, Mons Records, Palmetto, Playasound/ Air Mail,
RMM Records & Video Corp, Smithsonian Folkways, Stunt, Timeless, Tzadik, Weltwunder
Areas of focus: classical music, world music, jazz, new age

Sunny Moon Distribution GmbH
Sales Manager: Gottfried Brückner
Neuenhöfer Allee 127
50935 Cologne
Tel.: +49 221 13056-10
Fax: +49 221 13056-119
Email: mail@sunny-moon.com
www.sunny-moon.com

4.2.6.2 Exporters

H'Art Musik Vertrieb

After 26 years as an exporter H’ART now distributes CDs and DVDs in Germany.
Founded in 1977
Export markets: worldwide, focussing on USA, Great Britain, France, Japan and South Korea
Labels: Atom, Definitive Records, Siversonic, Our World, Harp Label, Meta Records,
Milleplauteauxmedia, Kids und Fun, Fantasiereisenhören
Areas of focus: rock, pop, classical music, jazz
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H’Art Musik Vertrieb
General Manager: Joachim Neisemeier
Victoriastrasse 41
45772 Marl
Tel.: +49 2365 2077-0
Fax: +49 2365 2077-170
Email: hart@hart.de
www.hart.de

MDM –mutualism: distribution & more GmbH

MDM not only supplies to retailers but also sells to local distributors in the respective country.
The company networks labels worldwide with appropriate distributors, functions as a
communications mediator and co-ordinates marketing measures.

Founded in 2003
Export market: worldwide
Labels: A Touch Of Class, Aesthetics, AGF Prod, Arts & Crafts , Asphodel, Atatak, Bungalow,
Combination, Crippled Dick Hot Wax, Data Error, Essay, Environ, Fatal Rec, Ghostly
International / Spectral, Giant Step Rec, Glory Records, Grand Hotel van Cleef, Hefty Rec,
Huume, Imbalance, Jazzland, Kanzleramt, Kitty Yo, L'Age Dor / Ladomat, Louisville Records,
Marina, Max.Ernst, Meteosound, Mitek, Mousikelab, Mutek, Normoton

MDM
Director: Jörg Heidemann
Heckmannufer 6a
10997 Berlin
Tel.: +49 30 61203-10
Fax: +49 30 61203-123
Email: info@mutualism.de
www.mutualism.de

4.2.7 TRADE CHAINS

MediaMarkt/Saturn
The electronic stores MediaMarkt and Saturn belong to the Metro Group and continue to be the
market leader in Europe. While the electronic retail trade in Germany recorded an overall
decline in turnover, MediaMarkt and Saturn achieved a clear turnover surplus of 10.4% for the
first three months of 2004 in its trade for Germany. The sales company increased its turnover
compared to the previous year by 15.3% to 2,710 million euros. In Western Europe the volume of
turnover rose by 23.8% and in Eastern Europe by 18.3%.
With 197 branches in Germany MediaMarkt runs the most concentrated distribution network in
the business. A trademark of the 105 Saturn stores is the wide range of CDs on sale–an average
of 60,000 titles. In Hamburg Saturn runs the largest electronic store in the world with an area
of 16,000 square metres.
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Media-Saturn-Holding GmbH
Product Manager for Recorded Music (Saturn): Jürgen Tiedemann
Wankelstrasse 5
85046 Ingolstadt
Tel.: +49 841 634-0
Fax: +49 841 619 77
Email: tiedemann@media-saturn.com
www.saturn.de
www.mediamarkt.de

Karstadt Warenhaus AG
In over 200 department stores in Germany Karstadt offers the complete range of retailing from
hi-tech to groceries or tourism.

Karstadt Warenhaus AG
Manager for Music and Film, Entertainment Electronics and Software: Thomas
Güttler
Theodor-Althoff-Strasse 2
45133 Essen
Postfach 102164
45021 Essen
Tel.: +49 201 727-1
Fax: +49 201 727-5216
www.karstadt.de

Müller Ltd. & Co. KG
Müller Ltd. & Co. KG is a retail chain with currently 400 stores. The focus lies primarily on
drugstore goods with 373 departments/stores, although the multimedia range with 280
departments/stores is also very extensive. The number of recorded music devices has figures of
five digits. Müller also publishes the journal “Musicprint”.

Müller Ltd. & Co. KG
Central Acquisition Recorded Music: Michael Zittlau
Albstrasse 92
89081 Ulm-Jungingen
Tel.: +49 731 174-0
Fax: +49 731 174-174
Email: info@mueller.de
www.mueller.de

4.2.8 SPECIALISED RETAIL TRADE
According to data by PhonoNet the amount of retailers in Germany is rapidly declining. In 2003
PhonoNet cumulated merely 329 associated retailers. This amounts to around 60 fewer than 12
months previously. Since 1998 a total of 227 stores were discontinued. Since megastores and
electronic stores are gaining a growing share of the market (every fourth CD sold in Germany is
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sold by a store from the Media-Saturn Group), one strategy of survival that appears reasonable
is specialising in isolated repertoires.

Ludwig Beck AG
The Munich-based retail company sees itself as a “store for the senses”. The recorded music 
department concentrates on the fields of jazz and classical music.

Ludwig Beck AG
Director Recorded Music Dept.: Thiemo Brüll
Marienplatz 11
80331 Munich
Tel.: +49 89 23691-780
Fax: +49 89 23691-600
www.ludwigbeck.de

Dussmann –das KulturKaufhaus
This culture department store is a subsidiary of the Dussmann Group, the largest private multi-
service company in the world. It sells books, CDs, DVDs, videos, software and sheet music.

Dussmann –das KulturKaufhaus
Director: Martina Tittel
Friedrichstrasse 90
10117 Berlin
Tel.: +49 30 2025-1111
Fax: +49 30 2025-2433
Email: kontakt.kulturkaufhaus@dussmann.de
www.kulturkaufhaus.de

Einklang
The Stuttgart-based retail store specialises in classical music and jazz.

Einklang
Management: Willi Wagner
Christophstrasse 7
70178 Stuttgart
Tel.: +49 711 234877-1
Fax: +49 711 234877-2
Email: info@einklang.de
www.einklang.de

Opus 61
The Leipzig-based store specialises in classical music and jazz CDs and also sells its products via
the Internet.



Export handbook Germany Chapter 4

77

Opus 61
Owner: Susanne Paulus
Nikolaistrasse 19–21
04109 Leipzig
Tel.: +49 341 91376-10
Fax: +49 341 91376-09
Email: info@opus61.de
www.opus61.de

Kompakt Schallplatten & Distribution
This specialised store for Minimal House also runs its own sales department.

Kompakt Schallplatten & Distribution
Director: Michael Mayer
Werderstrasse 15-19
50672 Cologne
Tel.: +49 221 949 95-0
Fax: +49 221 949 95-150
Email: michael.mayer@kompakt-net.de
www.kompakt-net.de

Optimal
Specialist for Dance, electronic, oldies, reggae and classical pop with large vinyl department and
incorporated HipHop store.

Echt Optimal Schallplatten GmbH
Director: Peter Blaha, Peter Wacha
Kolosseumstrasse 6
80469 Munich
Tel.: +49 89 268185
Email: info@optimal-records.de
einkauf@optimal-records.de
www.echtoptimal.de

4.2.9 MAIL ORDER AND WEBSHOPS
While the amount of recorded music retailers continues to decline, store branches and
electronic stores reduce the sales space devoted to CDs, the mail order companies are expanding
their market share. This applies to Internet order companies such as Amazon as well as to the
traditional mail order trade that approaches customers through catalogues and now inevitably
uses the Internet as a sales distribution channel.

Alongside the large full-range suppliers like JPC and Zweitausendeins, mail-order firms
specialising in particular genres serve enthusiasts for whom it is increasingly difficult to find
products in traditional retail stores, especially outside large towns. Turnover is considered
stable. The selection on offer includes German pop and folk music, Heavy Metal, Latin, reggae
and vinyl specialities.



Export handbook Germany Chapter 4

78

Alongside this there is a range of mail-order companies for recorded music such as Weltbild
who work with multi-channel strategies. Karstadt.de uses its base in static trade (Karstadt and
WOM) for its online sales.

The current Phonographic Industry Yearbook for 2004 indicates for the area of direct mail
(club order, mail order, catalogue providers) for 2003 a turnover share of 25.6% of the entire
turnover for recorded music. One year previously it was 22.6%; in 2001 it was 19%. The
“Bundesverband der Phonographischen Wirtschaft e.V.” (Federal Association of the Recording 
Industry) expects a growing tendency for the coming years. This also applies to online trading
whose share in the entire market for recorded music according to the “Phonographic Industry 
Yearbook” was 11.8% for the year 2003.

Amazon.de
Having started out in Germany as a bookshop, Amazon expanded its selection one year later to
include a music shop. Meanwhile the customer will find a total of 360,000 items of recorded
music, 2,000 music DVDs and over 2 million sound samples and free music downloads.
Furthermore, DVDs, videos, software, PC and video games, entertainment electronics and
household goods are sold. Altogether the range on offer covers 1.6 million products; at
Marketplace millions of further products are available from amazon.de.
The Amazon.de website is the most frequently visited e-commerce site in Germany, Austria and
Switzerland. 59% of all Internet users in Germany have shopped at Amazon.de (GfK Brand
Tracker, November 2002). Worldwide Amazon has 31 million active customers (customers who
have shopped at Amazon during the last 12 months).

Amazon.de
Director for Retail Books, Music, Video, DVD: Stefan Pepe
Moosacher Strasse 51
80809 Munich
Tel.: +49 89 35803-0
Fax: +49 89 35803-400
Email: info@amazon.de, presse@amazon.de
www.amazon.de

jpc
jpc (which stands for jazz, pop, classical) is familiar to North German music enthusiasts from
the 1980s as a record shop for classical music. In its early stages it offered only classical music.
Meanwhile the present selection covers all categories and furthermore consists of books and
videos. The selection has a total of around 1.4 million CDs, DVDs and books. The monthly “JPC 
Courier” gives information on the selection.

jpc runs several branches in Germany and is active in mail ordering in Germany,
Switzerland and in other countries of the European Union. The catalogue is available in printed
form or on CD; it can also be accessed on the website.
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jpc
Director: Gerhard Georg Ortmann
Lübecker Strasse 9
49124 Georgsmarienhütte
Tel.: +49 5401 851-0
Fax: +49 5401 851-233
Email: service@jpc.de
www.jpc.de

Karstadt.de
Founded in 1882 as a classic department store, Karstadt benefits from many years of retailing
experience. Through its majority holding in Neckermann AG, Karstadt joined the mail-order
market in 1977.

Today orders can also be transacted via the Internet; the customer can also have items sent
to certain branches to be picked up.

Karstadt Warenhaus AG
Management of Karstadt.de: Tilman Wiebel
Theodor-Althoff-Strasse 2
45133 Essen
Tel.: +49 201 727-1
Fax: +49 201 727-5216
www.karstadt.de

Zweitausendeins
Zweitausendeins sells CDs, DVDs, videos and books through its own branches and via mail
order. The editorial-style catalogue, the “Merkheft” (Notebook), is of high editorial quality and 
thus the figurehead of the company.
Furthermore, there are diverse CD and book editions sold exclusively by Zweitausendeins.

Zweitausendeins
Management: Lutz Kroth
Ferdinand-Porsche-Strasse 37-39
60348 Frankfurt am Main
Tel.: +49 69 420-8000
Fax: +49 69 417-089
Email: service@zweitausendeins.de
www. zweitausendeins.de

Nuclear Blast –Tonträger Produktions- und Vertriebs GmbH
As a mail order company with its own label and publisher, Nuclear Blast supplies the Metal,
Gothic and alternative rock scenes worldwide with CDs, DV’s, LPs, T-shirts, hooded sweaters,
riveted armbands, books, flags, posters and medieval articles.
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Nuclear Blast
President: Markus Staiger
Oeschstrasse 40
73072 Donzdorf
Tel.: +49 7162 9280-0
Fax: +49 7162 24554
info@nuclearblast.de
www.nuclearblast.de

Rap.de
The rap Internet forum offers around 20,000 items for sale: recorded music, textiles, sports
apparatus, computer and console games, DJ equipment, DVDs and videos.

Styleheads Gesellschaft für Entertainment mbH
Management: Mischa Wetzel
Blücherstrasse 22
10961 Berlin
Tel.: +49 30 440100-90
Fax: +49 30 440100 88
Email: mischa@rap.de
www.rap.de

Reader’s Digest
The largest subsidiary of the publishing and direct-marketing company Reader’s Digest is active 
worldwide and distributes magazines, books, recorded music and videos.

Verlag Das Beste GmbH
Reader’s Digest Deutschland
Director: Werner Neunzig
Augustenstrasse 1
70178 Stuttgart
Tel.: +49 1805 619981
Fax: +49 1805 994567
Email: musik@readersdigest.de
www.readersdigest.de

Abella Versand
The subsidiary of the Swiss Abella company of the Universal group. It was founded in 1991 and
offers around 300,000 items of recorded music.
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Abella Versand GmbH
Director: Hubert Mages
Lochhamer Strasse 9
82152 Planegg
Tel.: +49 89 85795-211
Fax: +49 89 85795-229
Email: office@abella.de
www.abella.de

EMP Multimedia Vertrieb –DVDworld
The mail order company specialises primarily in rock and metal; its product range has around
12,000 items (merchandise, recorded music and music videos, accessories). Furthermore it
serves as a direct DVD distributor.

EMP Merchandising GmbH
Director: Felix Lethmate, Frank Janetzky
Darmer Esch 70 a
49811 Lingen
Postfach
49801 Lingen
Tel.: +49 591 914-310
Fax: +49 591 914-320
Email: mailbox@emp.de
www.emp.de

WOM World of Music
The company was founded in 1982 and has been a 100% subsidiary of Karstadt Warenhaus AG
since 2000. WOM specialises almost exclusively in the field of recorded music and music videos
(CDs, DVDs, games, vinyl).

WOM Produktions- & Verlags GmbH
Directors: Holger Dausend, Hans Thomas Güttler
Theodor-Althoff-Strasse 2
45133 Essen
Tel.: +49 201 727-7221
Fax: +49 201 727-7223
Email: zentrale@wom.de
www.wom.de

In addition to the field of retailing the WOM Media Network (the owner of WOM’s marketing 
rights) was founded as a plc in 2003 with the focus on an x-media marketing platform.
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WOM Media Network GmbH
Directors: Christian Seifert, Thorsten Blodow
Theodor-Althoff-Strasse 2
45133 Essen
Tel.: +49 201 727-7217
Fax: +49 201 727-696912
Email: marketing@wom.de
www.wom.de

Weltbild Verlagsgruppe
Weltbild has been conducting mail ordering trade with books, videos and recorded music since
1948. The catalogue in magazine format reaches up to 4 million regular customers each month.
All products can also be ordered online. In addition, there are 200 Weltbildplus branches in
Germany, Austria and Switzerland in co-operation with the retail chain Hugendubel.

Weltbild Verlag
Music Programme: Karin Diesch
Steinerne Furt 68–72
86167 Augsburg
Tel.: +49 821 7004-0
Fax: +49 821 7004-179
Email: info@weltbild.de
www.weltbild.de

Buch.de internetstores AG
The Webshop Buch.de was founded in 1998 and offers books, e-books, music, DVDs, videos,
software and games. At the end of 2002 Buch.de took over the clientele of its competitor bol.de.

Buch.de Internetstores AG
Director for Music Content/DVD/Video/New Media: Klaus Ruthmann
Regina-Protmann-Strasse 16
48159 Münster
Tel. +49 251 5309-0
Fax: +49 251 5309-199
Email: info@buch.de
www.buch.de

4.2.10 ELECTRONIC COMMERCE
Surveys by the “TNS Infratest” (NFO TPI Test Panel Institute) place Germany as by far the
largest e-commerce market in Europe. In 2003 German traders achieved turnover of 138,100
million euros through sales via the Internet (7th Factual Report, Fig. 219, p. 225). Furthermore,
Germany holds a 29% (28.97%) share of the Western European e-commerce market, putting it
before Great Britain (17.81%) and France (13.82%) (ibid., Fig. 217, p. 224).

In their study of April 2003 Global Industry Analysts estimate the entire volume of
worldwide e-commerceto be 1,700 million USD (1,390 million euros). This puts Germany’s 
worldwide share at 8.11% (ibid., fig. 212, p. 220).

http://www.wom.de/
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Compared to the previous year (2002) the overall turnover of German e-commerce
increased by 90,200 million euros. This corresponds to an increase of 288%. The German
market share in Western European e-commerce has remained virtually constant (0.57%
growth).

4.2.11 DOWNLOAD PLATFORMS
Due to the increased spread of digital players and the rapid increase in the amount of
households with broadband Internet connections, the significance of download platforms within
the music economy is set to increase. In Germany the year 2002 was ‘ the zero hour’ for legal 
download services: Popfile, Karstadt.de, Tiscali.de, Hotvision.de and mtv.de were made
available online in 2002. In April 2003 iTunes was introduced to Germany; since summer 2003
chartradio.de has been compiling the current charts online. Furthermore, there is a service for
customers of the online service AOL as well as the music service Musicload by T-Online. Since
the beginning of 2004 the latter has also been available at bild.de, wom.de and rtl.de.
All of these services offer a comprehensive range of music with guaranteed high sound quality
and maximum security standards.

Further information on this subject can be found in chapter 7: “All Digital: New Audio 
Formats and Audio Media”.

iTunes Music Store

The iTunes service by the computer hardware and software company Apple is meanwhile
available in the USA, Canada, Great Britain, Germany and France. In the USA the catalogue
contains 1,000,000 titles; its European counterpart contains 700,000. The prices for Germany
start at 0.99 euros per track and go as far as 9.99 euros per album. 125 million tracks were sold
worldwide by September 2004.

iTunes Music Store/Apple
iTunes: Alex Luke
Dornacher Strasse 3d
85622 Feldkirchen , Germany
Tel.: +49 89 99640-0
Fax: +49 89 99640-556
Email: aluke@apple.com
www.apple.de

AOL Music
With over 30 million members AOL is the largest Internet provider worldwide. In
Germany 2.8 million members are registered with TimeWarner, which belongs to
AOL. TimeWarner reaches 7.3 million people every week (“AGIREV Online-
Reichweitenmonitor 2003 II”[online coverage monitor]). AOL also owns the
trademarks CompuServe and Netscape.
The range of music available to members includes a selection of 350,000 tracks,
the costs ranging from 0.79–1.49 euros per track and 9.99–14.99 per album. There
are 260.000 registered download users and 4.1 million visits per month.
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AOL
Manager Music & Games: Stefan Betzold
Millerntorplatz 1
20359 Hamburg
Postfach 570146
22770 Hamburg, Germany
Tel.: +49 40 36159-0
Fax: +49 40 36159-333
Email: aolgermany@aol.com
www.aol.de

Musicload

T-Online International AG pursues a combined business model of access and non-access
business. T-Online markets the most diverse online services and Internet tariffs, is involved in
the future non-access market and runs many different Internet portals.
The portal musicload.de is used by 260,000 clients and has 250,00 downloads per month.
Altogether there are 350,000 tracks on offer, the prices ranging between 0.99–1.59 euros per
track and 9.95–19.95 euros per album.

T-Online International AG
Musicload
Key Account Manager: Sven Noth
Waldstrasse 3
64331 Weiterstadt, Germany
Tel.: +49 6151 680-0
Fax: +49 6151 680-759
Email: s.noth@t-online.net
www.musicload.de

O2 Mobile Music

O2 Germany is a subsidiary of the British 02 plc and provides all of the latest mobile telephone
services including mobile data services based on GPRS technology.

O2 Mobile Music disposes of over 145,000 tracks, the prices ranging from 1.79 to 1.99 euros
per track. Albums are not on offer.

O2 Germany
Senior Product Manager Music: Michaela Schenkel
Georg-Brauchle-Ring 23-25
80992 Munich, Germany
Tel.: +49 89 2442-0
Fax: +49 89 2442-2453
Email: michaela.schenkel@o2.com
www.o2.com/de

http://www.aol.de/
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finetunes GmbH

finetunes is a digital service provided by Independent Labels. Its aim is to provide non-major
labels with an independent platform for online music sales. The fields of business cover the
entire area of digital distribution including automated music encoding, digital wholesaling and
shop systems for final customers. Furthermore, finetunes offers a full-service concept allowing
third parties to run music online stores using their own image. Moreover finetunes pursues a
download platform of its own. Its repertoire has 20,000 tracks of German indie labels whose
prices range from 0.30–1.40 euros per track and around 10 euros per album.

finetunes GmbH
Marketing Manager: Felix Segebrecht
Mittelweg 10
20148 Hamburg, Germany
Tel.: +49 40 819515-60
Fax: +49 40 819515-66
Email: felix@finetunes.net
www.finetunes.net

OD2 On Demand Distribution

OD2 is a worldwide operating B2B2C company with over 1.3 million licensed tracks. It acquires
licences in order to issue these in a further licence to online traders. Depending on the trader,
the prices range from 0.79–0.99 euros per track and 8.99–11.99 per album.

On Demand Distribution GmbH
Country Manager Germany: Anke Fleischer
Stammstrasse 90
50823 Cologne, Germany
Tel.: +49 221 500039-69
Fax: +49 221 500039-99
Email: anke.fleischer@od2.com
www.ondemanddistribution.com

Popfile
Universal’s download platform sells all titles from the Universal catalogue and further label 
partners, a total of over 40 labels from the fields of pop, rock, black music, Dance and jazz.
Alongside current chart successes there are exclusive tracks, sold out recordings, live recordings
and rare B-sides.

http://www.finetunes.net/
mailto:anke.fleischer@od2.com
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Universal Strategic Marketing
Project and Content Management: Lea Hartkopf
Stralauer Allee 1
10245 Berlin, Germany
Tel.: +49 30 52 007 01
Email: info@popfile.de
www.popfile.de

4.3 SYNCH RIGHTS
by Andreas Lichtenhahn,
Solicitor, Associate Partner of Sasse & Partner

The use of music in film, advertising and multimedia productions requires the licensing of
synchronisation (“synch”) rights whenever it is a pre-existing musical work/song and not a
commissioned music production. With respect to films this music is also called source music in
contrast to score music which is always commissioned. In Germany as in most other European
countries synchronisation rights are not exercised by collecting societies such as the GEMA (the
German performance and mechanical rights society for authors) or the GVL (the German
collecting society for neighbouring rights); an exception to this is TV productions commissioned
or made by a German TV station.

In the field of television this also applies to so-called co-productions, although in practice it
frequently goes unrecognised that untypical commissioned productions are in fact co-
productions that end up requiring a licence for the music content. The rights owner is
nevertheless not able to distinguish whether this is a commissioned television production or
indeed a co-production, since this is not revealed by the television film itself but depends
entirely on the provisions of contract between the producer and the television authority. Only
when a film that was initially broadcast on television is shown in cinemas is it distinguishable as
a co-production. In this case the rights owner is also informed by the GEMA.

In contrast to the purely cinematic use of music on television, the commercial use of music
on television, radio, in cinemas and other audiovisual media requires the concession of the
respective rights from their owners. In the field of televised advertising, this also applies to self-
advertising on television (known as “image trailers”), which are appearing with growing 
frequency.

In principle, licence fees are freely negotiable; in reality, however, they are dictated by
business conventions and practice gained from past experience. Regarding the synch licence
fees, the German Association of Music Publishers (DMV) puts its entire experience at its
member’s disposal in the form of so-called licensing recommendations. To name an example,
these recommendations put the licence fee for 15 years of non-exclusive worldwide use in all
audiovisual media at€270 per second of use at a minimum licence rate of €27,000, whereby an 
amount of this kind would warrant recommending a bulk discount of 30%. Since almost all
renowned music publishers in Germany–especially the so-called major publishers–are
gathered in this association, these licence recommendations apply in most cases. These rules are
even referred to by German courts in the assessment of damages paid in cases of unauthorised
use. Compared to other countries, the application of licence rates in line with the association’s 
recommendations is undoubtedly unique.
The calculation of the licence fee complies in principle with the following criteria: “extent of

usage”, “licence duration”, “licence territory” and the “length of playing time of the music used”. 
It is self-evident that the renownedness of the title or of its artist plays a major role in the

mailto:info@popfile.de
http://www.popfile.de/
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calculation of the fee. An unknown or possibly even unreleased song or work will therefore not
attain a licence fee in line with DMV recommendations. It is more likely for the film producer to
pay a marginal fee on the grounds that the film serves to promote the song.

Should the original music be adopted in the course of its use in the film, it is standard
practice that the original rights owners must be asked for permission to this end. In the case of a
general agreement the owners demand an additional licence fee.

The kind of licence recommendations developed by music publishers has not been
developed by the German recording industry. In many cases the licence fee charged by the
respective music publisher is asked for specifically.
In this context it should be noted that the “most favourite nation clause” that is commonly

used abroad cannot take effect in Germany due to national cartel laws. Nevertheless, it is
frequently found also in German licence contracts.

A further peculiarity, at least compared to North American countries, is that publishers may
grant only the synch rights for the German GEMA repertoire but no further rights of use, such as
the mechanical rights. These are exercised exclusively by the GEMA on behalf of its members,
the authors and the music publishers. Accordingly, a so-called “mechanicalbuy-out” for the use 
of music on music videos (video, DVD), a standard practice in the USA, is legally not possible in
Germany. The music video producer and/or distributor is obliged to acquire the mechanical
rights from the GEMA.

In the field of advertising, music publishers have likewise published well-established facts
and made these available to their members. These can be very complicated, particularly in the
field of television, since they are oriented quite explicitly to the media value of the respective
slot. This value depends on the service area covered by the station and the airtime on the one
hand but also depends on individual circumstances like one-off events with high ratings such as
the football World Cup or the Olympics, etc. Many music publishers therefore calculate their
licence fees based on the campaign’s net media budget. This involves setting a basis of 
approximately 5% of the aforementioned budget depending on how significant and above all
how up to date the music title is which is to be used. This practice of calculation is quite
customary in many other countries; it is therefore quite likely to be well known to foreign
repertoire providers. The calculation described above for synch rights also applies for the
calculation of the licence fees for master use rights.

Regarding the use of source music in multimedia productions, the licence recommendations
from the DMV may be referred to. Subject to those rules is the licence fee for the use of a work in
a computer game and would be around€0.75 per title and data medium. Since a variety of 
parameters have to be taken into account here, the entire question could end up being one of
negotiation as will be demonstrated two paragraphs further down. Licensed music is used only
in rare cases, such as with highly profitable computer games. But such cases have to be real hits.
In most cases, however, the budget for productions of this kind does not dispose of substantial
funds sufficient for the acquisition of music rights.

One negative development from the point of view of creators can be observed particularly in
the area of contracted music for productions of this kind. They are asked to provide music that is
“GEMA-free”. However, since most composers/producers are members of the GEMA, they are 
forced to work under pseudonyms or to “transfer” their rights to third parties and thereby risk 
being excluded from the GEMA. Since these authors/producers are desperate for jobs, they
frequently give in to the demands of their clients.

Licensing for multimedia use follows varying fee models, starting with a royalty based on the
ppd (published price to the dealer) for the multimedia data carrier (CD ROM, DVD, etc.) and
going as far as flat rates or so-called “rollovers”. These rollovers depend on the quantity of units
sold; they are payable each time a certain sales quantity is reached. These licence fees are
generally much lower than those from the fields of film and advertising. In the case of a
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negotiation on commission, they are distinctly lower than licences for recorded music. This is
due to the extent of the sound and image content on this type of medium.

Unfortunately, independent agencies for the plugging and pushing songs of third-party
rights owners have not yet been established in Germany. Initial development stages are visible
in the form of a few consultants, independent music publishers, music supervisors or Internet
agencies. Traditionally, however, in Germany it is the rights owners themselves, particularly the
major publishers and the major record companies, who attend to this with regard to their
repertoire. Altogether this gap in the market is quite visible and likewise the necessity to offer
independent agency services as is absolutely customary abroad–particularly on the Anglo-
American market. In general most synch uses are acquired by the users themselves–film
producers and directors as well as advertisement agencies.

For the field of authors and publishers the exploitation of their catalogue is most likely to be
achieved through co-operation with a qualified administration or sub publisher. With respect to
master rights, as long as the records are distributed by a globally operating major company,
there is a certain chance of the repertoire being marketed in terms of TV, film, multimedia and
advertisement usage. This will, however, depend decisively on the respective chart performance.
Less successful titles have fewer prospects. Experience has generally shown that record
companies dispose of very good contacts and connections for co-operations with television
companies to promote recorded music. As a rule, however, they contrast with publishers in that
they rarely pursue a proactive exploitation of their masters in TV, film, multimedia and ads–
the now blossoming market of master ringtones being one of few exceptions.

4.4 THE EVENTS INDUSTRY

The concert business is only indirectly affected by the crisis and structural change occurring in
the music industry. A live event can not be illegally duplicated. Other problems in the field of the
recorded music industry, such as shortcomings in the work with the up-and-coming generation
or the competition arising from e.g. the games industry being directed towards young people, do
have a certain effect on the events industry.A study by the IDKV-GfK on the consumer
behaviour of concert visitors (2004) showed that concerts are primarily attended by an older
target group: consumers over 60 spend twice as much money on concerts as 30 to 39-year-olds.
Musicals comprise 18.8% of overall turnover making them number one in the popularity of
German consumers. Operas occupy second place (14.6%) followed by international rock/pop
(14.2%).

In general the industry showed minor growth for 2003 despite the stagnation of the general
economy. Overall turnover of 2,700 million euros was made through the sale of 142 million
entrance tickets. 33.8 million people acquired an average of 4.2 tickets on which they spent an
average of 80 euros. One ticket costs an average 19 euros. In percentage terms the events
industry currently makes 60% of the music economy’s overall turnover. Recorded music makes 
40%.

Most concerts in Germany take place in halls (33%), the second-largest segment in theatres
and opera houses followed by clubs (21%) and open air (mostly in open-air locations in the
country side, less frequently in stadiums) with 14%. It is striking that the segments of large
events and smaller concerts (in clubs and small halls for up to 1,000 visitors) continue to
prosper while the medium sector (1,000–4,000 visitors) is recording heavy losses. One of many
reasons is considered to be the increasing splitting of genres in the field of music; there are
fewer and fewer consensus themes in the medium sector. Correspondingly, in smaller clubs the
mainstream music catering for wider tastes continues to decrease while specialisations become
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more and more common. This provides great opportunities for young and small firms and for
creative innovations.

4.4.1 CONCERT AND TOUR ORGANISERS
The most important associations of the events industry are the “Verband der Deutschen 
Konzertdirektionen e.V. (VDKD)” (Association of German Concert Promotion Agencies) and the 
“Bundesverband der Veranstaltungswirtschaft e.V. (IDKV) (The German Association of the 
Promotions Industry). Further details can be found in Chapter 2.3 Associations of the music
industry.
The two largest German concert organisers are “Deutsche Entertainment AG (DEAG)” 

(German Entertainment AG) and CTS Eventim AG. After going public both companies gained
many new clients and entered into numerous partnerships.

CTS Eventim AG
CTS Eventim AG was founded in 1989 and is divided into two units: ticketing and live
entertainment. The area of ticketing includes the marketing and distribution of entrance tickets
for concert, theatre, sport and other similar events. The service domain deals with the marketing
of entrance tickets–currently for up to 8,000 events. For the marketing of tickets CTS Eventim
uses a variety of distribution channels. The most significant distribution channel with over
1,000 partners at home and abroad is a nationwide network of advance-sale ticket offices in
Germany. Furthermore, tickets are sold via the telephone, the Internet and in future will be
available through multimedia kiosks. The access to such an array of distribution channels makes
CTS Eventim unique on the German market.

In recent years the company has expanded its activities into the area of live entertainment.
This field comprises planning, organisation and the conducting of concert events, concert tours
and open-air festivals. With the integration of the Marek Lieberberg Concert Agency (51%) and
the Peter Rieger Concert Agency (60%) in summer 2004 the company took on a significant
market position in the European concert and entertainment industry.

CTS Eventim AG
Contrescarpe 46
28195 Bremen
Tel.: +49 421 3666-200
Fax: +49 421 3666-290
Email: kundenservice@eventim.de
www.eventim.de

CTS Eventim has shares in the following businesses:

mailto:kundenservice@eventim.de
http://www.eventim.de/
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Marek Lieberberg Konzertagentur GmbH & Co. KG
Founded in 1978
Staff: 17
Artists include: Bryan Adams, Aerosmith, Bon Jovi, Elton John, Bryan Ferry, Billy
Joel, Kiss, Madonna, Metallica, Oasis, Chris Rea, REM, Roxy Music, Simply Red,
Bruce Springsteen, Sting, James Taylor, U2, The Who, Neil Young, ZZ TOP
The Marek Lieberberg Concert Agency also stages the festivals Rock am Ring and
Rock im Park.

Marek Lieberberg Konzertagentur GmbH & Co. KG
Mörikestrasse 14
60320 Frankfurt am Main
Tel.: +49 69 956202-0
Fax: +49 69 568199
Email: lieberberg@mlk.com
www.mlk.com

Peter Rieger Konzertagentur GmbH & Co. KG
Founded in 1983
Staff: 8
Artists include: Phil Collins, Pink, Peter Gabriel, Joe Cocker, Ronan Keating, The
Corrs, Westlife, Kelis, Bob Dylan

Peter Rieger Konzertagentur GmbH & Co. KG
Sülzburgstrasse 13
50937 Cologne
Tel.: +49 221 942002-0
Fax: +49 221 942002-20
Email: info@prknet.de
www.prknet.de

FKP Scorpio Konzertproduktionen GmbH
Founded in 1996
Staff: 4
Artists include: Ash, Apocalyptica, Coldplay, De la Soul, Eminem, Faithless, Good
Charlotte

FKP Scorpio Konzertproduktionen GmbH
Rellinger Strasse 64a
20257 Hamburg
Tel.: +49 40 853888-88
Fax: +49 40 853889-99
Email: info@fkpscorpio.com
www.fkpscorpio.com

mailto:lieberberg@mlk.com
http://www.mlk.com/
mailto:info@prknet.de
http://www.prknet.de/
mailto:info@fkpscorpio.com
http://www.fkpscorpio.com/
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DEAG Deutsche Entertainment AG
Founded in 1978
Staff: 256

DEAG’s core business is the organisation and staging of national and international concerts and 
tours and the operation of venues and variety theatres. The company is divided into the
segments of Artists & Tours, Urban Entertainment, Theatres and Classics. DEAG’s roots go back 
to a Berlin concert company founded in 1978 by Peter Schwenkow (today the CEO); since then it
has run the Waldbühne, an open-air arena in Berlin. During these years a company group was
built and now provides a variety of services in the field of live entertainment.

DEAG Deutsche Entertainment AG
Kurfürstendamm 63
10707 Berlin
Tel.: +49 30 81075-0
Fax: +49 30 81075-519
Email: info@deag.de
www.deag.de

DEAG has shares in the following companies:

Global Concerts GmbH
Founded in 2001
Staff: 9
Artists include: AC/DC, Laith Al-Deen, Eric Clapton, Shania Twain, Eros
Ramazzotti, Ozzy Osbourne, Pur, Rolling Stones, Lionel Richie

Global Concerts GmbH
Friedenstrasse 10
81671 Munich
Tel.: +49 89 490094-0
Fax: +49 89 490094-66
Email: info@globalconcerts.de
www.deag.de

Balou-Entertainment GmbH
Founded in 1999
Staff: 3
Artist: André Rieu

Balou-Entertainment GmbH
Schanzenstrasse 36
51063 Cologne
Tel.: +49 221 399290
Fax: +49 221 610688
Email: balou@deag.de
www.deag.de

mailto:info@deag.de
http://www.deag.de/
mailto:info@globalconcerts.de
http://www.deag.de/
mailto:balou@deag.de
http://www.deag.de/
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4.4.1.3 Independent Concert Agencies and Tour Organisers

A.S.S. Concerts und Promotion
Founded in 1986
Staff: 20
A.S.S. works primarily with national acts, some of which it discovered and built up
itself. The agency is active throughout Europe.
Artists include: Wir sind Helden, 17 Hippies, Cultured Pearls, Moloko, Stoppok,
Astra Kid, Fischer-Z, Nina Hagen & Band, Juli

A.S.S. Concerts und Promotion
Rahlstedter Strasse 92 a
22149 Hamburg
Tel.: +49 40 675699-0
Fax: +49 40 675699-30
Email: berlin@ass-concerts.de
www.ass-concerts.de

Konzertagentur Berthold Seliger
Founded in 1983
Staff: 4
The Berthold Seliger Concert Agency books artists throughout Europe and makes
a third of its turnover outside Germany.
Artists include: Maximilian Hecker, FSK, Les Tambours Du Bronx, Lambchop,
Calexico, Jens Friebe, Lisa Bassenge

Konzertagentur Berthold Seliger
Jungstrasse 4
10247 Berlin
Tel.: +49 30 293096-00
Fax: +49 30 290490-38
Email: info@bseliger.de
www.bseliger.de

Karsten Jahnke Konzertdirektion GmbH
Founded in 1970
Staff: 21
The Karsten Jahnke Concert Promotion Agency not only organises tours
throughout Germany; it also organises local concerts in Hamburg.
Artists include: Angela Branduardi, Paolo Conte, Randy Crawford, The Cure, The
Dubliners, Erasure, Peter Gabriel, Herbert Grönemeyer, B.B. King, Habib Koité, Ute
Lemper, Scottish Folk Festival, Sesamstrasse Live, Konstantin Wecker, Paul Weller

Karsten Jahnke Konzertdirektion GmbH
Oberstrasse 14b
20144 Hamburg
Tel.: +49 40 414788-0
Fax: +49 40 414788-11
Email: info@karsten-jahnke.de
www.karsten-jahnke.de

mailto:berlin@ass-concerts.de
mailto:info@bseliger.de
http://www.bseliger.de/
mailto:info@karsten-jahnke.de
http://www.karsten-jahnke.de/
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Triple M Entertainment GmbH
Founded in 1989
Staff: 2
Artists include: Katie Melua, Preluders, Overground, No Angels

Triple M Entertainment GmbH
Postfach 86 05 07
81632 Munich
Tel.: +49 89 452240-40
Fax: +49 89 452240-44
Email: mario@tmeweb.com
www.triplem-entertainment.com

Target Concerts GmbH
Founded in 1999
Staff: 5
Artists include: Mellow Mark, Fountains Of Wayne, Mando Diao, Such A Surge, The
Shins, I Am Kloot, Cosmic Casino, Slut, Goldfrap, Beatsticks, Cypress Hill, Richard
Ashcroft

Target Concerts GmbH
Müllerstrasse 42
80469 Munich
Tel.: +49 89 4195260
Fax: +49 89 41079790
Email: mail@target-concerts.de
www.target-concerts.de

MCT Konzertagentur GmbH
The MCT Concert Artists’ Agency was founded in 1984
Staff: 6
Artists include: Ben Harper, Christina Aguilera, Elvis Costello, Gus Gus, Kraftwerk,
Lenny Kravitz, Macy Gray, Marilyn Manson, Moby, New Order, Radiohead,
Rammstein, Red Hot Chili Peppers, Robbie Williams, Thievery Corporation, Tom
Waits, Tracy Chapman

MCT Konzertagentur GmbH
Mommsenstrasse 27
10629 Berlin
Tel.: +49 30 536382-00
Fax: +49 30 536382-22
Email: info@tickets.de
www.tickets.de

mailto:mario@tmeweb.com
http://www.triplem-entertainment.com/
mailto:mail@target-concerts.de
http://www.target-concerts.de/
mailto:info@tickets.de
http://www.tickets.de/
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Moderne Welt GmbH
Founded in 1983
Staff: 8
Moderne Welt organises and produces tours and events in the fields of music,
entertainment and sport as well as local events in Baden-Württemberg.
Artists include: Joe Cocker, Status Quo, Peter Frampton

Moderne Welt GmbH
Kornbergstrasse 44
70176 Stuttgart
Tel.: +49 711 95474-74
Fax: +49 711 95474-70
Email: info@modernewelt.de
www.modernewelt.de

Undercover Entertainment
Founded in 1991
Staff: 10
Undercover Entertainment stages local concerts in Braunschweig and the
southeast of Lower Saxony; it organises tours, events, management for artists
and bands. It totals around 200 events per year.

Undercover Entertainment
Dorfstrasse 28a
38176 Wendeburg
Tel.: +49 5303 9105-0
Fax: +49 5303 9105-10
Email: info@undercover-net.de
www.undercover-net.de

4.4.2 BOOKING AGENCIES

Buback Tonträger GmbH
Founded in 1987
Staff: 5
Buback is first and foremost a label; it also carries out booking, often in close co-
operation with its own music publisher Sempex.
Artists include: Beginner, Die Goldenen Zitronen, DJ Koze aka Adolf Noise, Jan
Delay, Kissogram

Buback Tonträger GmbH
Paul-Roosen-Strasse 43
22767 Hamburg
Tel.: +49 40 43138-661
Fax: +49 40 43138-663
Email: booking@buback.de
www.buback.de

mailto:info@modernewelt.de
http://www.modernewelt.de/
mailto:info@undercover-net.de
http://www.undercover-net.de/
mailto:booking@buback.de
http://www.buback.de/


Export handbook Germany Chapter 4

95

Cocoon
Founded in 1999
Staff: 11
The agency was founded by Sven Väth and specialises in techno. It also carries
out numerous foreign bookings.
Artists include: Sven Väth, Funk D’Void, Pascal FEOS, Andre Galluzzi, Frank Lorber, 
Tobi Neumann, Ricardo Villalobos, Der Dritte Raum, Johannes Heil, Richard Bartz

Cocoon Music Event GmbH
Nordendstrasse 30b
60318 Frankfurt
Tel.: +49 69 9596750
Fax: +49 69 95967520
Email: info@coocon.net
www.cocoon.net

mailto:info@coocon.net
http://www.cocoon.net/
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Dancefield Office
Founded in 2000
Staff: 2
The agency specialises in techno and deals with booking, management and stage
management and organises club tours and events.
Artists include: Dr. Motte, Miss Djax, Mijk van Dijk, Rob Acid, RMB, Kai Tracid,
Warmduscher, Taucher, Moguai, Hooligan

Dancefield Office
Löhestrasse 12
53773 Hennef
Tel.: +49 2242 91818-70
Fax: +49 2242 91818-72
Email: info@dancefield.com
www.dancefield.com

Electric Chair
Founded in 1989
Staff: 6
Electric Chair deals with booking (worldwide) and management, chiefly in the
field of electronic music but now also with jazz. Close co-operation with labels
such as Compost and G-Stone.
Artists include: Basement Jaxx, Morcheeba, Rainer Trüby, Kruder & Dorfmeister,
Michael Reinboth, Mellow & Rivera, Nicola Conte

Electric Chair
Grindelallee 33
20146 Hamburg
Tel.: +49 40 441406-0
Fax: +49 40 441406-16
Email: info@electricchair.de
www.electricchair.de

Escorteaze
Founded in 2001
Staff: 7
Escorteaze deals with music management and booking in the areas of
electronica, HipHop, pop, techno and house. It has close co-operation with the
labels Shitkatapult, Poker Flat, Disko B und Female Pressure
Artists: Miss Kittin, The Hacker, Highfish, Steve Bug, 2Raumwohnung, Märtini
Brös, T.Raumschmiere

Escorteaze
Christinenstrasse 40
10119 Berlin
Tel.: +49 30 40301-520
Fax: +49 30 40301-560
Email: booking@escorteaze.com
www.escorteaze.com

mailto:info@dancefield.com
http://www.dancefield.com/
mailto:info@electricchair.de
http://www.electricchair.de/
mailto:booking@escorteaze.com
http://www.escorteaze.com/
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Four Artists Booking GmbH
Founded in 1998
Staff: 11
Four Artists conducts booking and management in the areas of HipHop, reggae
and electronica and works in close co-operation with the associate company Four
Music.
Artists include: Tiefschwarz, Seeed, De Phazz, Gentleman, Turntablerocker,
2raumwohnung, Die Fantastischen 4, Blumentopf

Four Artists Booking GmbH
Schlesische Strasse 27
10997 Berlin
Tel.: +49 30 726244-66
Fax: +49 30 726244-62
Email: info@fourartists.com
www.fourartists.com

Powerline Agency
Founded in 1992
Staff: 4
Artists include: Tocotronic, Chicks On Speed, Console, Die Sterne, Turner, Jeans
Team, The Notwist, Andreas Dorau, Blumfeld, Stereo Total, Cobra Killer

Powerline Agency
Lottumstrasse 11
10119 Berlin
Tel.: +49 30 443580-30
Fax: +49 30 443580-31
Email: mathias@powerline-agency.com
www.powerline-agency.com

Solar Penguin Promotions
Founded in 1992
Staff: 5
Solar Penguin conducts booking, promotion and management for bands and DJs;
it also provides sponsoring and merchandising.
Artists include: Mo’ Horizons, Elektrochemie LK, George Clinton, L’Ame Immortel, 
Adam Freeland, The Strike Boys, A Guy Called Gerald, Hacienda, Le Hammond
Inferno, Arrested Development, Jungle Brothers, The Pharcyde, Andy Fletcher,
Alex Gopher, Beanfield, London Elektricity

Solar Penguin Promotions
Niddastrasse 58
60329 Frankfurt
Tel.: +49 69 25626-960
Fax: +49 69 25626-977
Email: info@solarpenguin.de
www.solar-penguin.de

4.4.3 FESTIVALS

mailto:info@fourartists.com
http://www.fourartists.com/
mailto:mathias@powerline-agency.com
http://www.powerline-agency.com/
mailto:info@solarpenguin.de
http://www.solar-penguin.de/
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Hurricane
Location: Eichenring, 27383 Scheeßel
Genres: Dance, electronic music, HipHop, reggae, hard & heavy, rock
Artists include: Air, Ash, Beatsteaks, Beginner, David Bowie, Fünf Sterne Deluxe,
Franz Ferdinand, Gentleman & The Far East Band, Mando Diao, Mogwai, Monster
Magnet, Pixies, PJ Harvey, Placebo, Sportfreunde Stiller
Visitors: approx. 50,000
Dates for 2005: 24–26 June
Organiser: FKP Scorpio (see 4.4.1.1.3)
www.hurricane.de

Wacken Open Air
Location: Festivalgelände auf der Wiese, 25596 Wacken
Genres: hard & heavy, rock
Artists: After Forever, Anthrax, Böhse Onkelz, Bal Sagoth, Brainstorm, Cannibal
Corpse, Deicide, Dio, Doro & Warlock, Eläkeläiset, Helloween, Hypocrisy, J .B.O.,
Knorkator, Saxon, Schandmaul, Zodiac Mindwarp
Visitors: approx. 30,000
Dates for 2005: 4–6 August
Organiser: ICS GmbH
Hauptstrasse 47
24869 Dörpstedt
Tel.: +49 4627 1838-0
Fax: +49 4627 1838-80
Email: headquarter@ics-woa.de
www.wacken-open-air.de

Summer Jam
Location: Fühlinger See, 50769 Cologne
Genres: HipHop, reggae
Artists include: Capleton, Cecile, Julian Marley & Uprising, Ken Boothe, Max Herre,
Michael Franti & Spearhead, Roots Rockers, Sanchez, Skatalites, Sud Soundsystem,
T. O. K., Tryo, Vybz Kartel, Wayne Wonder, Zoe
Visitors: approx. 20,000
Dates for 2005: to be announced
Organiser: Contour Music Promotion GmbH
Alexanderstrasse 78
70182 Stuttgart
Tel.: +49 711 2385050
Fax: +49 711 2361311
Email: office@contour-music.de
www.summerjam.de

Southside Festival
Location: 78579 Neuhausen ob Eck
Genres: pop, rock, underground, HipHop
Artists include: Ash, Backyard Babies, Beginner, Bright Eyes, Cypress Hill, Danko
Jones, Die Fantastischen Vier, Die Happy, I am Kloot, Life of Agony, Mando Diao,
Monster Magnet, The Cure, The Hives, Tomte, Wilco
Visitors: approx. 38,000
Dates for 2005: 24–26 June
Organiser: FKP Scorpio (see 4.4.1.1.3)
www.southside.de

http://www.hurricane.de/
mailto:headquarter@ics-woa.de
http://www.wacken-open-air.de/
mailto:office@contour-music.de
http://www.summerjam.de/
http://www.southside.de/
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Berlinova
Location: 15926 MZA Luckau (near Berlin)
Genres: HipHop, rock, dance, electronic music, pop
Artists: Massive Attack, Black Eyed Peas, Motörhead, 2Raumwohnung, Beginner,
Westbam, Eskobar, Das Bo
Visitors: approx. 20,000
Dates for 2005: 10–12 June
Organiser: DEAG Concerts GmbH (see 4.4.1.2)
www.berlinova.com

Highfield
Location: 99448 Hohenfelden, Stausee
Genres: rock, pop
Artists: Muse, Placebo, Korn, Faithless, Motorpsycho, Farin Urlaub, Nightwish,
Seeed, Heather Nova
Visitors: approx. 20,000
Dates for 2005: 19–21 August
Organiser: FKP Scorpio (see 4.4.1.1.3)
www.fkpscorpio.com/highfield

Chiemsee Reggae Summer
Location: 83236 Übersee am Chiemsee
Genres: reggae, HipHop
Artists: Shaggy, Seeed, Alpha Blondy, Ini Kamoze, Linton Kwesi Johnson, Beginner
Visitors: approx. 20,000
Dates for 2005: 19–21 August
Organiser: CRP Konzertagentur GmbH
Büro Trostberg
Gabelsbergerstrasse 6
83308 Trostberg
Tel.: +49 8621 8188
Fax: +49 8621 8288
Email: info@chiemsee-reggae.de
www.chiemsee-reggae.de

Taubertal Festival
Location: 91541 Rothenburg o. d. Tauber
Genres: pop, rock
Artists include: Die Ärzte, Bloodhound Gang, Cardigans, Die Toten Hosen, Fury In
The Slaughterhouse, Guano Apes, H-Blockx, Heather Nova, Heroes Del Silencio,
HIM, Reamonn, The Darkness, Xavier Naidoo
Visitors: approx. 12,000
Dates for 2005: 12–14 August
Organiser: KARO Veranstaltungen
Schweinsdorfer Strasse 25b
91541 Rothenburg
Tel.: +49 9861 933355
Fax: +49 9861 933356
Email: info@karo-veranstaltungen.de
www.taubertal-openair.de

Rock im Park

http://www.berlinova.com/
http://www.fkpscorpio.com/highfield/
mailto:info@chiemsee-reggae.de
mailto:info@karo-veranstaltungen.de
http://www.taubertal-openair.de/
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Location: Zeppelinfeld, 90471 Nuremberg
Genres: rock, pop, Dance, reggae, HipHop
Artists include: Anthrax, Bad Religion, Dick Brave & The Backbeats, Dirty
Americans, Evanescence, Fünf Sterne Deluxe, Groove Armada, International Pony,
Korn, N*E*R*D*, Nickelback, Red Hot Chili Peppers, The Roots
Visitors: approx. 60,000
Dates for 2005: to be announced
Organisers: ARGO-Konzerte GmbH and Marek Lieberberg Konzertagentur GmbH
Friedrich-Bergius-Ring 26
97076 Würzburg
Tel.: +49 931 2300-0
Fax: +49 931 2300-119
Email: info@rock-im-park.de
www.rock-im-park.de
Rock am Ring
Location: 53520 Eifel, Nürburgring
Genres: rock, pop, Dance, reggae, HipHop
Artists include: Anthrax, Blackalicious, Dick Brave & The Backbeats, Fünf Sterne
Deluxe, International Pony, Linkin Park, Max Herre, Moloko, Motörhead, N*E*R*D*,
Phoenix, Sportfreunde Stiller, The Streets, Tigerbeat
Visitors: approx. 75,000
Dates for 2005: 2–5 June
Organiser: Marek Lieberberg Konzertagentur (see 4.4.1.1.1)
www.rock-am-ring.de

Sonnemondsterne
Location: Festivalgelände am Wetteraweg/Bleilochtalsperre, 07929 Saalburg
Genres: Dance, electronic music
Artists include: 2raumwohnung, Boris Dlugosch & Michi Lange, International
Pony, Jackmate, Kid Alex, Lamb, Matthew Herbert, Pitchtuner, Richie Hawtin,
Ricardo Villalobos, Tanith, The Orb, Wighnomy Brothers
Visitors: approx. 25,000
Dates for 2005: to be announced
Organiser: KGV Event GmbH Jena
Philosophenweg 9
07743 Jena
Email: info@sonnemondsterne.de
www.sonnemondsterne.de

Splash!
Location: Stausee Oberrabenstein, 09117 Chemnitz
Genres: HipHop, reggae
Artists include: Beginner, Beres Hammond, Blumentopf, Bobby Buster, Busta
Rhymes, Max Herre, Mobb Deep, Wildchild, Ohno & Medaphor, Wurzel Fünf, Zion I,
Zombi Squad
Visitors: approx. 30,000
Dates for 2005: 5–7 August
Organiser: Jan Voigtmann
splash! Entertainment GmbH & Co. KG
Schönherrstrasse 8
09113 Chemnitz
Tel.: +49 371 4500-445
Fax.: 0371 4500-444
Email: jan@phlatline.com
www.splash-festival.com

mailto:info@rock-im-park.de
http://www.rock-im-park.de/
http://www.rock-am-ring.de/
http://www.sonnemondsterne.de/
mailto:jan@phlatline.com
http://www.splash-festival.com/
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Nature One
Location: Raketenbasis Pydna, 56288 Kastellaun
Genres: Dance, electronic
Artists include: Afrika Islam, Blank & Jones, Chris Liebing, DJ Koze, Mark Spoon,
Marusha, Mijk Van Dijk, Paul Van Dyk, Ricardo Villalobos, Sono, Tanith, Sven Väth,
Westbam
Visitors: approx. 50,000
Dates for 2005: to be announced
Organiser: I-Motion GmbH
Mayer-Alberti-Strasse 11
56070 Koblenz
Tel.: +49 261 85230
Fax: +49 261 86127
Email: info@nature-one.de
www.nature-one.de

Melt Festival
Location: Ferropolis (Steel Town), 06773 Gräfenhainichen/Dessau
Genres: Dance, rock, HipHop, reggae, pop
Artists include: Ellen Alien, Ascii.Disco, Beige GT, Boris, Captain Comatose,
Carsten Klemann, Console Dance Package, Cornelius Tittel, Daniel Wang, Das Pop,
Diego, DJ Koze, Egoexpress, Die Türen
Visitors: 10,000
Dates for 2005: to be announced
Organiser: Melt GmbH & Co. KG
Raabestrasse 2
10405 Berlin
Fax: +49 30 69518019
Email: info@meltfestival.de
www.meltfestival.de

Hip Hop Open
Location: Reitstadion (Riding Stadium), 70372 Stuttgart
Genre: HipHop
Artists include: Cypress Hill, Xzibit, Max Herre, Masta Ace, Blumentopf, Kool
Savas, Samy Deluxe, Curse, Sido, Camp Lo, Ferris MC & DJ Stylewarz, Azad, Clueso,
Dendemann, Ying Yang Twins
Visitors: approx. 14,000
Dates for 2005: 23–24 July
Organiser: 0711 ENTERTAINMENT GmbH
Herzogstrasse 15
70176 Stuttgart
www.0711hiphop.com
www.hiphopopen.de

4.4.4 MERCHANDISE
Merchandising continues to occupy a small share of the market. A study conducted by the GfK
in 2004 on consumer behaviour among concert visitors in Germany revealed that merely 1% of
turnover made on CDs was generated at live events. Major record companies make 0.5% of their
turnover at concerts. Indies make ten times this amount, but this only adds up to a modest 5%.

mailto:info@nature-one.de
http://www.nature-one.de/
http://www.meltfestival.de/
http://www.0711hiphop.com/
http://www.hiphopopen.de/
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Music merchandising constituted less than 2% of WOM’s entire turnover for 2000; WOM is the 
largest retailer of music merchandise in the recorded music business.
For artists without substantial CD sales or turnover from live events, merchandise is
nevertheless an important source of income. CDs, T-shirts and other fan items are mostly sold at
concerts or via the artists’ homepage. Added to this are specialised record shops (such as in the 
areas of HipHop or metal) offering a wide range of fan items.
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Deutschrock Merchandise GmbH
Deutschrock is Germany’s market leader in the business of combined fan items 
and promotion. It offers the following services: textile printing, graphics, its own
catalogues, retailing and wholesaling, call centres, mail order, e-commerce,
accompaniment on tours and storage.
Deutschrock Merchandise GmbH
Product Management: Maiko Kloos
Eichborndamm 129-139
13403 Berlin
Tel.: +49 30 8458820
Fax: +49 30 84588219
Email: info@deutschrock.de
www.deutschrock.de

Nastrovje Potsdam GmbH & Co KG
Production of merchandise items, such as for Xavier Naidoo. Nastrovje Potsdam
has its own sales distribution, its own collections (T-shirts, underwear) and its
own web shop.

Nastrovje Potsdam GmbH & Co KG
Marketing/Licensing: Natasa Vukasinovic
Alleenstrasse 13
78054 Schwenningen
Tel.: +49 7720 83470
Fax: +49 7720 22435
Email: info@napo.de
www.napo.de

EMP Merchandising GmbH
EMP Merchandising specialises in metal and rock; it runs its own mail order but
also offers sales services and licensing.

EMP Merchandising GmbH
Director: Felix Lethmate
Darmer Esch 70 a
49811 Lingen
Tel.: +49 591 914310
Fax: +49 591 914320
Email: mailbox@emp.de
www.emp.de

mailto:info@deutschrock.de
http://www.deutschrock.de/
mailto:info@napo.de
http://www.napo.de/
mailto:mailbox@emp.de
http://www.emp.de/
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Goldrush Productions
A full-service agency that also provides merchandising.

Goldrush Productions
Director: Rüdiger Scholz
Seminarstrasse 34
49076 Osnabrück
Tel.: +49 541 96146-0
Fax: +49 541 96146-20
Email: info@goldrush-productions.de
www.goldrush-productions.de

Trashmark Merchandising GmbH
Trashmark performs textile printing, sales, mail order and licensing with a focus
on punk-rock.

Trashmark Merchandising GmbH
Director: Achim Hicking
Tecklenborn 14
44143 Dortmund
Tel.: +49 231 937111-0
Fax: +49 231 937111-2
Email: info@trashmark.com
www.trashmark.com

4.5 SERVICE INDUSTRIES

4.5.1 MANAGEMENT AND CONSULTING
The profession of the artist manager developed relatively late in Germany due to the fact that
the “Bundesanstalt für Arbeit (BfA)” (Federal Employment Service) held a state-guaranteed
monopoly in its function as an employment agency until the early 1980s. It was not until the
mid-1980s that the first German artist managers came into existence; back then they required
special permission to be granted by the BfA.

Today the business makes a distinction between artist managers and consultants. In
contrast to the consultant, who solely gives advice, artist managers possess limited authority to
act and sign. They settle contracts and monitor the legal transactions. Consultants mostly deal
solely with individual sections such as marketing or business with foreign countries. Some fields
of activity overlap, however, making an exact definition impossible. There’s no clear-cut dividing
line and artist managers frequently also function as bookers, consultants, events organisers or
label owners.

The trend is moving towards an increasingly intricate segmenting of service industry
sectors. Artist management often used to be taken care of entirely by record companies. Today
many companies cannot afford this and do not have the required expertise. Added to this is the
fact that artists have realised that they no longer need to depend completely on record
companies, and that with the help of a manager and a further service agent they can act virtually
independently and at a much greater profit.

mailto:info@goldrush-productions.de
http://www.goldrush-productions.de/
mailto:info@trashmark.com
http://www.trashmark.com/
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4.5.1.1 Associations

IMUC –Interessenverband Musikmanager & Consultants e.V. (Association of Music
Managers and Consultants)
The IMUC strives to promote fair competition, professionalism and dependability
on the part of music managers and consultants in Germany.
The IMUC’s seal of quality formulates the quality standard to whichthe members
are committed with regard to their contract partners.

IMUC (Interessenverband Musikmanager & Consultants e.V.)
Committee Executive: Wolfgang Weyand
Mommsenstrasse 55
10629 Berlin
Tel.: +49 30 327793-30
Fax: +49 30 327793-31
Email: info@imuc.de
www.imuc.de

MMF (Music Managers Forum Deutschland e.V.)
Since August 2003 the Music Managers’ Forum (MMF) has been active as an 
association for music managers in Germany. It belongs to the Umbrella
Organisation of the International Music Managers Forum.

MMF (Music Managers Forum Deutschland e.V.)
President: Michael Bisping
Postfach: 20 23 64
20216 Hamburg
Tel.: +49 40 41305505
Fax: +49 40 46881417
Email: mail@mmf-deutschland.de
www.mmf-deutschland.de

4.5.1.2 Management Firms and Consultants

Heinrich & De Wall Artist & Music Management
Heinrich & De Wall conducts artist management, music marketing and consulting.
Artists managed include Joja Wendt, Wunder, Gerrit Winter and André Stade.

Heinrich & De Wall
Artist & Music Management
Management: Karin Heinrich
Böhmersweg 1
20148 Hamburg
Tel.: +49 40 414680-01
Fax: +49 40 414680-02
Email: info@heinrich-dewall.de
www.heinrich-dewall.de
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Live Act Music Künstler- und Konzertmanagement GmbH
Live Act Music Artist and Concert Management provides services for artists and
concert management. Within the framework of artist management the agency
also organises the production of CDs and DVDs and compiles marketing and PR
concepts. The artists it supervises include Pur, Laith Al-Deen and Tom Albrecht.

Live Act Music
Künstler- und Konzertmanagement GmbH
Management: Uli Roth
Hauptstrasse 9
69439 Hirschberg
Tel.: +49 6201 2560-70
Fax: +49 6201 2560-740
Email: contact@liveactmusic.de
www.lam-gmbh.de

SPW Management
SPW provides artist management for artists that include Die Ärzte, International
Pony, Winson und Farin Urlaub.

SPW Management
Management: Axel Schulz
Segitzdamm 2
10969 Berlin
Tel.: +49 30 666555-0
Fax: +49 30 666555-44
Email: spw@popmusik.de
www.popmusik.de

B612 Management GmbH & Co. KG
B612 provides artist and product management and is a label and publisher. The
company works for artists that include Reamonn, Heyday, In Extremo and Warren
Suicide.

B612 Management GmbH & Co. KG
Management: Josephine Garvey
Sonnenallee 65, 2. HH (2nd courtyard)
12045 Berlin
Tel.: +49 30 417079-0
Fax: +49 30 417079-99
Email: joe@b612.de
www.b612.de

Contra Promotion GmbH
Contra Promotion pursues worldwide artist management and works nationally
and throughout Europe as a tour organiser. Artists managed include HIM, Guano
Apes, Oomph! and Phillip Boa.

Contra Promotion GmbH
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Managing Director: Björn Gralla
Brückstrasse 33
44787 Bochum
Tel.: +49 234 96292-0
Fax: +49 234 96292-22
Email: bjoern@contrapromotion.com
www.contrapromotion.com

Jana Wolff Management
Alongside management for artists (including Abwärts, Broon, Michel van Dyke)
Jana Wolff runs a music publishing company and supervises producer teams and
recording studios. In addition, she arranges national and international licensing
deals.

Jana Wolff Management
Director: Jana Wolff
Gubener Strasse 44
10243 Berlin
Tel.: +49 30 616787-0
Fax: +49 30 616787-15
Email: wolffsongs@wolffsongs.de
www.janawolffmanagement.de

4.5.2 PROMOTION
Classically promotion measures are taken care of internally by record companies. More recently
however it has become more common for external service providers to be contracted with this
task. Through staff reduction measures in the major companies a large amount of promoters
have set up their own companies, providing a wide spectrum of services. Due to the competition
on the market their services are currently available at very attractive conditions.

In general, freelance promoters and those working for record companies are finding it
increasingly difficult to place products via the classic advertising mediums. Since the media are
mostly mainstream oriented, the music product in the printing business is mostly published
separately in specialised magazines. In radio many diverse format guidelines exist and television
offers few high-quality music programmes. Newcomer products, particularly from
Independents, are difficult to advertise via this channel. The result is that new structures are
now forming which increasingly take the line of direct marketing. This includes types of trend
and street promotion but also online promotion.

4.5.2.1 Music Promotion Network
PhonoNet GmbH pursues a completely new course that is unique worldwide. PhonoNet is a
100% subsidiary of the Association of the German Phonographic Industry with the “Musik 
Promotion Network (MPN)” (Music Promotion Network). Developed as cost-reduction
measures the recorded music producers can sample their new publications online with the aim
of putting an end to the mail despatch of promotion CDs and accompanying material.

MPN provides the media partners of the German music industry with a complete research
databank for new publications with the opportunity to transfer the albums and pieces of music
to be broadcast in wav file format including accompanying data such as the planned date of
releases, cover, track listing, artist’s biography and photos directly to the archives of the 
broadcasting company. Search functions and filters provide clear editing and a selection of all
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titles, simplifying the daily business. All titles can be administrated in a play list or discussed
and ordered by further editors via an editing pool in a “virtual editing conference”. For every 
title direct email communication is possible for all contact partners of the economy.
Furthermore, research access to the entire catalogue of the German music economy is available
via the link musicline.de.

MPN is linked by contract to channels under public law and to private channels. The
allocation of passwords and the connection to broadcasters’ archives are taken care of through 
PhonoNet GmbH, although legal provisions mean that this system can currently only be offered
to German media partners.

The service functions exclusively for fixed IP addresses and is pre-programmed into the
system in order to prevent abuse. According to information from MPN 2,000 editors from radio,
printing, online and TV editorial offices are currently active users of the Music Promotion
Network.

In contrast to the majors who wish to sample exclusively via MPN in future, Indies will
continue to rely on a parallel sampling with physical recorded music devices since MPN’s online 
sampling is restricted to the workplace meaning that the product is encountered and used
differently.

PhonoNet GmbH
CEO: Wolfgang Geisel
Bei der Pulvermühle 7a
22453 Hamburg
Tel.: +49 40 554937-0
Fax: +49 40 554937-99
Email: musik-promotion@phononet.de
www.musik-promotion.net

4.5.2.2 Promotion Agencies

Public Propaganda
The agency focuses its services on the areas of marketing & consulting, radio and
TV promotion, press and online promotion. For the diverse musical genres there
are specialised departments: Europropaganda, Hardbeat Propaganda, DJ
Propaganda, German Trend Charts and For the Headz. Alongside the head office
in Hamburg Public Propaganda has promotion offices in Cologne and Berlin.

Public Propaganda
CEO/Media, Communications & Marketing: Oliver Wegener-Pavenstedt
Bramfelder Chaussee 238c
22177 Hamburg
Tel.: +49 40 642143-100
Fax: +49 40 642143-150
Email: public@public-propaganda.de
www.public-propaganda.de
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Brainstorm Music Marketing GmbH
Brainstorm Music Marketing’s services include street and trend promotion, 
printing and online promotion but also all other areas of promotion. Its clients
include all major companies and several Independent companies.

Brainstorm Music Marketing GmbH
CEO: Deville Schober
Weidachstrasse 13
87541 Bad Hindelang
Tel.: +49 8324 9338-0
Fax: +49 8324 9338-29
Email: info@brainzone.de
www.brainzone.de

Xtaster
Xtaster is a nationwide community network of independent promoters who
initiate promotion activities for the publications of their favourite artists. The
work takes place in teams working voluntarily in street promotion or in online
promotion.

Xtaster
M2M Marken.Medien.Musik GmbH & Co KG
Managing Partner: Mona Rübsamen
Pfuelstrasse 5
10997 Berlin
Tel.: +49 30 695669-97
Fax: +49 30 695669-87
Email: joerg@xtaster.de
www.xtaster.de

Care Company
Alongside promotion work, particularly in the field of television, Care Company
also provides artist management. It focuses on classical music, jazz, crossover
and adult pop.

Care Company
CEO: Jane L. Smith
Blumenthalstrasse 21
50670 Cologne
Tel.: +49 221 73270-72
Fax: +49 221 73908-29
Email: carecompany@netcologne.de
www.thecarecompany.de

KüsterCom
The Hamburg agency does printing and TV promotion in the genres of
mainstream, pop, rock, crossover, jazz, Dance and audio books.
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KüsterCom
CEO: Elfi Küster
Hamburger Strasse 182
22083 Hamburg
Tel.: +49 40 229418-0
Fax: +49 40 229418-20
Email: elfi.kuester@kuestercom.de
www.kuestercom.de

NuzzCom Music Office
NuzzCom Music Office is an agency for promotion and marketing with its own
label and publishing section; the agency has established itself particularly in the
areas of world music and jazz. This includes the management of artists such as
Ibrahim Ferrer and Buena Vista Social Club.

NuzzCom Music Office
Owner: Lucia Zimara
Homburger Landstrasse 122
60435 Frankfurt am Main
Tel.: +49 69 954349-0
Fax: +49 69 954349-22
Email: info@nuzzcom.com
www.nuzzcom.com

Verstärker
Verstärker provides promotion and marketing services for printing, radio, online
and TV. Its clients include both major and Indie labels.

Verstärker
CEO: Carsten Stricker
Friedrich-Ebert-Strasse 17
58453 Witten
Tel.: +49 2302 97893-3
Fax: +49 2302 97893-59
Email: info@verstaerker.com
www.verstaerker.com

4.5.3 SOLICITORS
Parallel to the development in the area of management, for a long time there were very few
solicitors in Germany specialising in media law, copyright law, trademark law, corporate law,
competition law and IT law. Today there is a number of specialised solicitors providing
particular services to artists, publishers, concert organisers, agencies and managers.

Sasse & Partner Rechtsanwälte
Helge Sasse works in co-operation with twelve solicitors in Cologne, Munich, Berlin and
Hamburg. His clients include Pur and Die Fantastischen Vier. Alongside music law his agency
also works in the areas of TV and film law and general media law.
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Sasse & Partner Rechtsanwälte
Brüsseler Strasse 87
50672 Cologne
Tel.: +49 221 951401-0
Fax: +49 221 951401-11
Email: koeln@sasse-partner.com
www.sasse-partner.com

Zimmermann & Decker Rechtsanwälte
With the special field of procedural law in the music business Jörn Zimmermann and Michael
Decker in Hamburg represent artists including Xavier Naidoo, Nena, Söhne Mannheims, Böhse
Onkelz and firms such as Superstar Recordings and Ministry of Sound.

Zimmermann & Decker Rechtsanwälte
Jakobikirchhof 8
20095 Hamburg
Tel.: +49 40 325460-0
Fax: +49 40 325460-16

Lichte Rechtsanwälte
Together with six other solicitors Walter Lichte provides consultation for artists, producers and
labels. His specialised fields are trademark law and corporate law. Furthermore, the firm offers
full service for all legal questions linked to the utilisation of creative performance. Its clients
include Echt, Die Toten Hosen, Peter Maffay and Rammstein.

Lichte Rechtsanwälte
Oberstrasse 14b
20144 Hamburg
Tel.: +49 40 480030-0
Fax: +49 40 480030-30
Email: walter.lichte@rae-lichte.com

Kanzlei Andrés Heyn
The firm specialises in copyright and media law and provides consulting for a number of
creative artists and companies from the fields of music and film production, multimedia,
Internet, DVD, video and advertising. Checking English versions of contracts is also part of the
company’s day-to-day business.

mailto:walter.lichte@rae-lichte.com
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Kanzlei Andrés Heyn
Maria-Louisen-Strasse 43
22301 Hamburg
Tel: 040 4130877-1
Fax: +49 40 4130877-2
Email: RA@AndresHeyn.de
www.andresheyn.de

Beutler Meinking Rechtsanwälte
The firm of Stefan Beutler and Dr Olaf Meinking is active in the fields of copyright law,
commercial legal protection (trademarks and title copyright) and corporate law; it also offers
consulting and negotiations for licence contracts. Its clients include artists such as No Angels,
Wolfsheim and Fettes Brot, and also companies such as Epitaph Records and L’age d’or.

Beutler Meinking Rechtsanwälte
Magdalenenstrasse 26
20148 Hamburg
Tel.: +49 40 450308-0
Fax: +49 40 450308-40
Email: firstname.lastname@bm-law.de

Berndorff Rechtsanwälte
Barbara Berndorff’s firm draws up and negotiates contracts between parties from the music 
business. Alongside music law, the fields of publishing law, multimedia law, design law and art
law are dealt with. Clients include record labels, music publishers, Internet service providers,
artists and scriptwriters.

Berndorff Rechtsanwälte
Mehringdamm 62
10961 Berlin
Tel.: +49 30 7891337-7
Fax: +49 30 7891337-8
E-Mail:mail@berndorff.de
www.berndorff.de

Boehmert & Boehmert
The firm specialises in commercial legal protection and copyright. It has branches in nine
locations in Germany’s major cities and also works in the fields of trademark law, competition 
law and on combating piracy.

mailto:RA@AndresHeyn.de
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Boehmert & Boehmert
Meinekestrasse 26
10719 Berlin
Tel.: +49 30 3150515-0
Fax: +49 30 3150515-1
Email: W.Nordemann@boehmert.de
www.boehmert.de

Peter F. Schulz Rechtsanwälte
Peter F. Schulz and his colleagues Dr Hanno Fierdag and Matthias Steur work on copyright
contracting, competition law, commercial legal protection, cartel law and data processing law.
Their clients include music publishers and artists from the fields of music, TV and film.

Peter F. Schulz Rechtsanwälte
Fasanenstrasse 73
10719 Berlin
Tel.: +49 30 897997-0
Fax: +49 30 897997-7
Email: Sekretariat.schulz@snafu.de

Plegge, Visse & Kollegen Rechtsanwälte und Notare
This firm’s clients include artists, publishers and record companies. Its specialised fields are 
copyright, contract law, music contract law and trademark law.

Plegge, Visse & Kollegen Rechtsanwälte und Notare
Widukindstrasse 16
49477 Ibbenbüren
Tel.: +49 5451 4436-0
Fax: +49 5451 4436-44
Email: pleggelaw@t-online.de

mailto:pleggelaw@t-online.de
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5. MEDIA

5.1 RADIO

79% of all Germans over the age of 14 listen to radio on a daily basis, that is a total of 50.9 million
listeners. This figure has remained steady for around the past five years. With 14 to 19-year-old
listeners the figure has risen back after a previous decline. This makes clear that the medium is a
significant issue for young people, provided the programme on offer is appropriate. Almost all
radio stations broadcast formatted programmes.

TABLE 1:
RADIO PROGRAMMES IN GERMANY

Year Public Broadcasting Private Other Total
1990 42 121 - 163
2003 63 199 61 321

(Source: MA1990 bis 2003, ARD Werbung, Sales & Service [MA 1990 to 2003, ARD Advertising Sales &
Service])

TABLE 2:
DEVELOPMENT IN TIME SPENT LISTENING TO RADIO IN GERMANY FOR 2001–2003 (IN
MINUTES)

2001 2002 2003
Private 97 95 89
Public Broadcasting 106 108 109
Total 203 203 198

(Source: MA 2001/II, 2002/II, 2003/II, RMS)

5.1.1 STRUCTURE OF THE GERMAN BROADCASTING INDUSTRY
The German broadcasting industry is divided into three categories. Firstly there are the
traditional broadcasting authorities governed by public law (public broadcasting), followed by
the more recent private stations and lastly the “open channels”. The two first are financed by 
income from advertising; the public broadcasting authorities and to a lesser extent the open
channels receive in addition a percentage of the radio and television licence fees paid by every
radio user.

This system is designed to prevent the opinions of individuals or groups being manipulated,
which can happen at any time through private radio for reasons of free-market dynamics. Non-
commercial local radio by so-called open channels, which is rated with differing levels of
autonomy in the “Landesmediengesetz” (Regional Media Broadcasting Act), is of relatively little
significance both economically and with regard to its share of the market.

In late 2002 the German radio industry had 46,089 employees: 29,648 in public radio
broadcasting, 11,982 in private television stations, 4,459 at private radio companies. While the
amount of permanent employees in public radio broadcasting has increased by around 1%,
private radio has recorded a decrease of 5%.
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5.1.2 PUBLIC LICENCE FEES
Every citizen who is the owner of a receiver (television, radio, computer with TV card etc.) must
pay a licence fee. The GEZ (the central fee collecting agency for the public broadcasting
authorities in the Federal Republic of Germany) collects these fees in accordance with the State
Treaty on Broadcasting Fees for the public broadcasting authorities. The fees are to enable the
public radio broadcasters to secure the basic maintenance guaranteed through the State Treaty.
Public radio broadcasting is obliged to the principle of “Staatsferne”, i.e. to remain an 
independent body. For this reason the stations are not financed through tax income, in contrast
to classic state television.

5.1.3 PUBLIC BROADCASTERS
The public radio and television authorities have a state regulated programme to which they are
obliged to orient their content.

The public broadcasting corporations of the Länder include all public broadcasting
authorities of the Federal Republic of Germany which provide radio or television for one or
several of the Länder. Currently there are nine members of the ARD.

Bayerischer Rundfunk (BR)
Hessischer Rundfunk (HR)
Mitteldeutscher Rundfunk (MDR)
Norddeutscher Rundfunk (NDR)
Radio Bremen (RB)
Rundfunk Berlin-Brandenburg (RBB)
Saarländischer Rundfunk (SR)
Südwestrundfunk (SWR)
Westdeutscher Rundfunk (WDR)

The federal public broadcasting stations are “Das Erste” (Channel One; joint programme by the 
ARD), ZDF and DeutschlandRadio with the programmes Deutschlandfunk and
DeutschlandRadio Berlin. The public broadcasting authorities also offer joint programmes and
specialised channels including Arte, Phoenix, 3sat, KiKa (Der Kinderkanal– the Children’s 
Channel) and a digital programme line-up (ARD digital, ZDF vision). Deutsche Welle with radio
and television programmes is a station broadcasting exclusively to foreign countries; it takes on
a special role since it is supervised and financed by the Federal Government.

5.1.4 PRIVATE RADIO STATIONS
Private radio is not financed through public licence fees; it has to finance itself. Consequently, it
has no public assignment. In order to run a private station a licence is required from the
respective local media authority that will thereafter supervise the programmes. Private radio
stations were not permitted in Germany until 1984. On 1 January 1984 the Ludwigshafen Cable
Pilot Project began with 5 from a total of 19 television channels and 3 from a total of 23 radio
channels going on air. Radio had a head-start; at 6.00 a.m. “Stimme der Hoffnung”(Voice of 
Hope) went on air, followed shortly after by Radio Weinstrasse.
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5.1.4.1 Associations
Verband Privater Rundfunk und Telekommunikation e.V.
(Association of Private Radio and Telecommunication)
Stromstrasse 1
10555 Berlin
Tel.: +49 30 39880-0
Fax: +49 30 39880-148
Email: info@vprt.de
www.vprt.de

Arbeitsgemeinschaft Privater Rundfunk (APR)
(Working Group Private Radio)
Perfallstrasse 1/IV
81675 Munich
Tel.: +49 89 455558-0
Fax: +49 89 455558-21
Email: apr@privatfunk.de
www.privatfunk.de

5.1.5 OPEN CHANNELS
Open channels are local or regional radio and television run by private individuals. Alongside
the public broadcasting stations and private radio they form the third pillar of the broadcasting
system in Germany and are financed completely or partly through public licence fees.

Open channels were devised as a true component of democratic culture. They guarantee the
basic right to free expression on radio and television through free and non-discriminatory access
to these media.

As places of local communication they provide an impulse for social and cultural activities
and demand the integration of diverse groups within the democratic community.

Bundesverband Offene Kanäle e.V.
Voltastrasse 5
13355 Berlin
Tel.: +49 30 464005-0
Fax: +49 30 464005-98
Email: bok@okb.de
www.bok.de

5.1.6 REGIONAL PUBLIC BROADCASTING AUTHORITIES
Radio in Germany is a product of local legislation; its legal basis is regulated by the Interstate
Treaty of Broadcasting. Its executing authorities are the regional public broadcasting authorities
of the individual Länder. These supervising authorities are state-independent institutions
incorporated under public law which administrate themselves. The decisive social forces of the
respective Land are represented in the committees of the regional public broadcasting
authorities. The executive organ is always the president, director or manager. They are financed
through income from licence fees.
The tasks of the regional public broadcasting authorities include:

Licensing of private TV and radio stations
Allocation of free channels



Export handbook Germany Chapter 5

117

Supervision of programmes
Surveillance of adherence to regional media broadcasting act
Enactment of directives and statutes for the implementation of the laws
Organisation of the technical enlargement of private radio
Planning and organisation of pilot projects such as DAB/DVB
Professional training for private radio
Media research
Organisation of open channels, citizen’s radio stations
Approval for foreign programmes to be broadcast onto the cable networks
Answering of inquiries and complaints from the people

National issues and fields of work are the responsibility of the “Arbeitsgemeinschaft der 
Landesmedienanstalten in der Bundesrepublik (ALM)” (Association of Regulatory Authorities 
for Broadcasting in the Federal Republic of Germany). It also functions in the name of German
regional public broadcasting authorities on a European level.

Arbeitsgemeinschaft der Landesmedienanstalten (ALM)
Wilhelmshöher Allee 262
34131 Kassel
Tel.: +49 561 93586-15
Fax: +49 561 93586–33
Email: info@lfr.de
www.alm.de

5.1.7 RADIO STATIONS WITH A YOUNG TARGET GROUP (14–39 YEARS OLD)

JAM FM
Under the motto “the finest in Black Music” Jam FM broadcasts HipHop, R&B, funk, soul, jazz 
and reggae; it also covers lifestyle and social issues associated with this music mix. The private
station can be received in Berlin, Brandenburg and the Saarland on FM and nationally via cable.

Jam FM
Haynauer Strasse 60
12249 Berlin
Tel.: +49 30 859546-0
Fax: +49 30 859546-22
Email: mail@jamfm.de
www.jamfm.de

Sunshine Live
Sunshine Live plays primarily techno, electro and Dance Music. It can be received in Baden-
Württemberg, parts of Bavaria, Hessen and Rhineland-Palatinate on FM, nationally via cable
and throughout Europe via satellite.

mailto:info@lfr.de
http://www.alm.de/
mailto:mail@jamfm.de
http://www.jamfm.de/
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Sunshine Live
Scheffelstrasse 55
68723 Schwetzingen
Tel.: +49 6202 282-0
Fax: +49 6202 282-100
Email: radio@sunshine-live.de
www.sunshine-live.de

N-Joy Radio
The youngest channel from the NDR Public Broadcasting Authority presents the Top 40, Black
Music, electro and Dance music. It can be received in Hamburg, Lower Saxony and in parts of
Schleswig-Holstein on FM and throughout Europe via satellite.

N-Joy Radio
Rothenbaumchaussee 132
20149 Hamburg
Tel.: +49 40 415678-00
Fax: +49 40 415678-75
Email: info@n-joy.de
www.n-joy.de

Eins live
Eins live belongs to the WDR and plays the Top 40, electro, Dance and chill-out music. It can be
received in North Rhine-Westphalia and in parts of Lower Saxony on FM, via DAB digital radio,
throughout Europe via satellite and worldwide via the Internet.

Eins live
Westdeutscher Rundfunk Cologne
50600 Cologne
Tel.: +49 221 220-0
Fax: +49 221 220-4800
Email: einslive@wdr.de
www.einslive.de/

HR3
HR’s third programme plays the Top 40, Dance and HipHop and can be received in Hessen on
FM.

HR 3
Bertramstrasse 8
60320 Frankfurt
Tel.: +49 69 155-1
Fax: +49 69 155-2757
Email: studio@hr3.de
www.hr3.de

mailto:radio@sunshine-live.de
http://www.sunshine-live.de/
mailto:info@n-joy.de
http://www.n-joy.de/
mailto:einslive@wdr.de
http://www.einslive.de/
mailto:studio@hr3.de
http://www.hr3.de/
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98 8 Kiss FM
The private station plays R&B, black music and HipHop and can be received in Berlin via FM.

98 8 KISS FM
Voltastrasse 5
13355 Berlin
Tel.: +49 30 464 909-0
Fax: +49 30 464 909-99
Email: kissfm@kissfm.de
www.kissfm.de

Fritz
This public broadcasting station plays the Top 40, Dance, reggae, underground and club music
and can be received in Berlin and Brandenburg on FM and DAB digital radio, in parts of Berlin
and Brandenburg via cable and throughout Europe via satellite.

Fritz
Marlene-Dietrich-Allee 20
14482 Potsdam
Tel.: +49 331 73139-50
Fax: +49 331 73139-83
Email: fritz@rbb-online.de
www.fritz.de

Jump
The public broadcasting station’s programme consists primarily of the Top 40 and can be 
received in Saxony-Anhalt, Thuringia and Saxony on FM and cable and throughout Europe via
satellite.

Jump
Kantstrasse 71–73
04275 Leipzig
Tel.: +49 341/ 3000
Email: post@jumpradio.de
www.jumpradio.de

BigFM
The private station plays the Top 40, black music, R&B, HipHop and can be received in Baden-
Württemberg, Rhineland-Palatinate and in parts of Hessen, Saarland and North Rhine-
Westphalia on FM.

mailto:kissfm@kissfm.de
http://www.kissfm.de/
mailto:fritz@rbb-online.de
http://www.fritz.de/
mailto:post@jumpradio.de
http://www.jumpradio.de/
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BigFM
Kronenstrasse 24 (Zeppelin Carré)
70173 Stuttgart
Tel.: +49 711 28420-0
Fax: +49 711 28420-490
info@big-fm.de
www.big-fm.de

5.1.8 DIGITAL AUDIO BROADCAST (DAB)
One hundred years after the first radio broadcast and over fifty years after the introduction of
FM, radio is now experiencing its next technological quantum leap. Digital radio provides more
programme selection, new services–and all this without hissing and crackling.

Alongside the usual FM stations, up to 16 programmes can currently be received via digital
radio depending on the federal state. The construction and enlargement of the technical
infrastructure already reaches almost 80% of the German population–with a growing
tendency.

5.1.9 RADIO QUOTA
BY PETER JAMES
The so-called “broadcasting privilege” laid down in §§ 78 and 86 of the German Copyright Act 
rules in favour of radio stations that the broadcasting of released records is allowed without
restriction and that a mere right to remuneration for the performing artists is involved of which
the producers of sound recordings receive a share (the rights to remuneration are handled by
the GVL).

This ruling was not added to the law until 1965; through it the legislator intended to secure
radio’s unrestricted access to the entire published repertoire of the recorded music industry. 
Complementing this, the Interstate Treaty of Broadcasting lay down that public broadcasting
radio is to provide a comprehensive overview of regional, national, European and international
events in all significant areas of life”, meaning also in the area of music. This also requires 
observing a “balanced selection of offers and programmes”. 

This formulation firstly results in the supposition that regional and national repertoires have
the same status (50/50) as the international selection. It is evident that for instance the public
broadcasting station Radio Bremen with its 80% mainstream playlist of Anglo-American origin
is not in compliance with this.

With private radio, which is financed completely through advertising, the situation is
different: here the colour of the music represents the corporate identity of the station, i.e. in the
radio station’s commercially financed programmes the music is the “seller” of advertising 
statements. The mechanism that has developed here derives from an interview with a senior
employee from a private station that was published in 1999:
“When I was at Südwestfunk (public broadcasting) we had access to 1.5 million titles. When 

I went to Radio Hamburg (private radio) we started with 150,000 titles, then we went from
15,000 to 5,000 and today most stations have around 1,000 titles”. In the same interview he
went on: “In former times we used to play the records to warm them up for the record 
companies. Today it’s the other way around. We don’t play the things until they have already 
established themselves. Because we only have one single goal before us–to acquire as many
listeners as possible. (…) On the one hand new titles are tested for their listener acceptance, on 

mailto:info@big-fm.de
http://www.big-fm.de/
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the other hand the stations examine whether a current song has perhaps already been played too
often.”

Consequently there is no playing time for what is (still) unknown. Apart from this music is
only of interest under the aspect of its “resilience to being switched off”. The narrowing of the 
rotation and the concentration on previously successful titles not only ignores the large amount
of new appearances thus depriving them of the chance to be presented; it also leads to successful
titles being played many times. As a result, during just one single week on private radio popular
leading titles are played between 500 and 1,000 times. The result: powerplay ad nauseam!
However: “In music market research there is the so-called conversion rate where we ask: Do

you find that the title is played too often or too seldom? If over 50% of those asked find that the
title is played too often, then it’s high time to reduce its use or to take it off the playing list 
altogether.

The political aim of the dual radio broadcasting system was certainly not to reduce variety or
its diversity and scope but to do the opposite: to enlarge it. Private and public broadcasting
playlists should complement each other and not become a non-differentiable monotony. This
goal is not only in the interest of the record companies but above all in the interest of listeners.

The introduction of private radio or the dual system has in fact not, as hoped, led to an
increase in musical diversity but merely to a large number of stations. Listeners and producers
of recorded music have had to recognise that the public broadcasting stations are approaching
private stations more and more in terms of programme planning and music colour, in some
cases leading to complete congruency. Instead of more room for the presentation of diversity
there is merely more room to present the same thing again and again. Competition did not lead
to differentiation but instead to everything being brought into line– the birth of Germany’s 
Radio Drone On.

In view of this situation the Association of the German Phonographic Industry contracted
media control in 2001 to analyse and evaluate the playing lists of radio stations in order to
calculate the overall share of new titles and the proportion of new titles sung in German taken
from all music titles played on air.

A second study contracted simultaneously by the Federal Commissioner for Culture and the
Media (BKM) calculated the overall proportion of productions in German and the proportion of
German productions in the sum of titles played within the observation period.

Altogether 36 public broadcasting stations and 56 private stations were assessed which
together reach an audience of 65 million listeners. The results were sobering:

With public broadcasting stations the share of newcomers on the entire playing list was
14.3%. In comparison, private radio stations broadcast 17.1% newcomers, i.e. even more than
the public stations with their obligation to diversity.

Newcomers sung in German had a share of 1.2% with public stations. The share of German
newcomers on private radio was 0.6%, i.e. barely perceivable.

Titles in German made up 18.9% of the titles played on public stations–on the private
stations only 5.1%. If the programmes playing Schlager music (a more traditional form of
German pop perceived by many as trashy or rustic) are deducted and the concentration is laid
on more up-to-date rock and pop music sung in German, its share falls to 6.6% (public) and
3.6% (private).

The share of German productions in the titles played on public stations (with Schlager
stations deducted) was 22.2%; with private stations the figure was of a similar magnitude at
19.1%.

There were also a few stations using new music to bring across attractive broadcasting
concepts. But the statistics revealed that even these stations played far too few new titles and
German newcomers.
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The proportion of the national repertoire in the Top 100 Single Charts, a gauge for the
performance of the German music market, was 35.5% in 2001. In the Album Charts it was
21.1%. In the Top 100 Airplay Charts for 2001 there were only 11 German productions. The first
title sung in German appeared at number 163.

In view of these results, two years ago almost all associations from the German music
economy agreed on a joint campaign calling for a binding quota system on public radio. This
aimed to commit this area of the dual system that is financed by tax-like payments (public
licence fees) more than before to its legally regulated cultural and informative task.

The discussion became increasingly heated and resulted in a polarisation including all facets
from a vociferous demand from the industry for a 50:50 quota (50% new titles and 50% of these
sung in German) right up to a similarly vehement refusal of any binding ruling.

The battle has not yet ended and remains stimulating. The cultural autonomy of the Länder
means that a legal quota system will fall under the jurisdiction of each of the Länder, in which
all nine public broadcasting authorities with their diverse frequencies are located. Until now, the
political scene has not formed an opinion. Consequently, no legal rulings can be expected in the
short or medium term.

Due to facts that cannot be ignored, the public broadcasting authorities have nevertheless
come under so much pressure that a self-obligation to more diversity has come within reach–
slight improvements have already been audible. The music economy evidently has no intention
of moving away from its demands–and there is general consensus that listeners and music
creators can only gain, since Germany’s Radio Drone On can hardly get any worse. 
5.2. TV

The average time of watching television in Germany amounts to 207 minutes per person per
day. The average viewer switches channels 63 times and has 41 TV channels to choose from.
The figures calculated by MA 2004 Radio II put television in first place with 84.7% followed by
radio with 79.2%.

TABLE 3:
TV USE IN GERMANY DURING THE FIRST SIX MONTHS OF 2003

Target Group Viewing Time in Minutes
Aged 3–13 95
14–29 145
30–49 208
Over 50 267

(Source: MA 2004 Radio II, Arbeitsgemeinschaft Media-Analyse e. V. (ag.ma), 2004)

5.2.1 MOST IMPORTANT MUSIC PROGRAMMES

Wetten dass...? (It’s a Bet)
“Wetten, dass...?” is considered the most successful television programme in Europe and has the
highest viewing figures in Germany. On 14 February 1981 ZDF televised the first show in co-
operation with ORF and SF DRS. In more recent editions there have been appearances by artists
including Destiny's Child, Elton John, Die Fantastischen Vier, Joe Cocker, Yvonne Catterfeld,
Lionel Richie, Seal, Shania Twain and Tina Turner.
www.wettendass.de

http://www.wettendass.de/
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Deutschland sucht den Superstar (Germany Seeks the Superstar)

The German casting show was first shown on the RTL television channel in autumn 2002. It was
modelled on similar formats from Australia (“Australian Idol”), Great Britain (“Pop Idol”) and 
the USA (“American Idol”). Up to 9.02 million viewers watched the last series. This conforms to 
a market share for 14 to 49-year-olds of 40.7%.
www.deutschlandsuchtdensuperstar.rtl.de

Bravo TV
Every Saturday Bravo TV presents the latest news from the world of stars, the charts and service
themes. After switching from RTL2 to ZDF it is aimed to reach more than 500,000 viewers in
the long term. This conforms to a proportion of approximately 5% of 14 to 49-year-olds.
www.zdf.de

Popstars
“Popstars” is another German casting show in which bands compete with each other. The 
programme produced No Angels (the winners of 2000), Bro’Sis (2001), Overground (2003) and
Preluders (2003).
www.pro7.de

Rockpalast (Rock Palace)
“Rockpalast” is a programme for live rock music that has been regularly televised by WDR since 
1976. Legendary features of the programme included the “rock nights” –fully live broadcast
festivals with a variety of bands.
www.wdr.de
www.rockpalast.de

Star Search
A casting show with a range of categories, such as young people from 10 to 15 years of age, music
acts for over-16’s but also non-musical talents (such as comedians).
www.sat1.de

The Dome
A show that takes place regularly with a huge line-up of pop stars.
www.rtl2.de

Top Of The Pops
The German version of the most successful music show in the world. Every Saturday the host
Ole Tillmann presents new entries to the German charts along with prominent co-hosts from the
areas of shows, sport and music.
www.rtl.de
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5.2.2 Music Channels
Since taking over 75.8% of the shares of Viva Medien AG, the New York media group Viacom
has become the parent company of the two German music channels MTV and Viva, and
therefore holds a monopoly in this field.

Viva TV
In December 1993 Viva went on air as a competitor to the then monopolist MTV. The aim was a
national channel for young people with charts-oriented music and popular entertainment
formats for the target group of 10 to 29-year-olds. Viva devoted great attention to programme
formats televised in German; this was one significant factor in Viva taking MTV’s place as 
market leader.
Today the company is divided into Viva and Viva Plus Fernsehen GmbH, Brainpool TV AG and
Viva Media Enterprises. Since 1995 the channel has been awarding the Comet Music Prize.

Viva Fernsehen GmbH
Schanzenstrasse 22
51063 Cologne
Tel.: +49 221 6509-0
Fax: +49 221 6509-90
Email: info@vivamediaag.com
www.viva.tv

Viva plus

In March 1995 Viva founded the offshoot Viva zwei, which became Viva plus in 2002. The
second Viva channel today caters for fans of interactive music programmes. In terms of music
Viva plus provides a selection of popular music for a target group aged 10 to 34.

Viva plus Fernsehen GmbH
Schanzenstrasse 22
51063 Cologne
Tel.: +49 221 6509-0
Fax: +49 221 6509-90
Email info@vivaplus.tv
www.viva-plus.tv

MTV
MTV is the German offshoot of the Music TeleVision channel which was founded in the USA in
1981. Today MTV is available virtually all over the world, mostly in regionally adapted formats.
In Germany it is to be expanded to become an innovative and progressive trendsetter. The
selection of music is internationally oriented; in addition there are diverse show formats.

http://www.viva.tv/
http://www.viva-plus.tv/
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MTV Networks GmbH & Co OHG
Stralauer Allee 7
10245 Berlin
Tel.: +49 30 700100-0
Fax: +49 30 700100-599
www.mtv.de

MTV 2

MTV2 emerged in 2001 from its predecessor VH-1. The channel shows music videos 24 hours a
day non-stop. Alongside current hits there are successful clips from the past. Viewers can
influence the music selection through so-called votings. The target group is aged between 8 and
49.

MTV Networks GmbH & Co OHG
Stralauer Allee 7
10245 Berlin
Tel.: +49 30 700100-0
Fax: +49 30 700100-599
www.mtvpop.de

5.2.2.3 Digital Video Broadcast Terrestrial (DVB-T)

DVB-T stands for Digital Video Broadcasting-Terrestrial and denotes the terrestrial variation of
DVB, which is used in Europe and in other states as a standard for the transmission of digital
television via antenna. Its North American counterpart is ATSC, its Japanese counterpart ISDB.
In future DVB-T will enable more programmes, improved picture and sound quality, new
interactive and multimedia applications and above all portable and–with some restrictions–
even mobile reception, e.g. in cars and public transport.

5.3. MUSIC MAGAZINES

Music magazines are also demonstrating a fragmentation of markets–today many specialists
are sharing what is becoming an ever-smaller piece of the cake. Print media are suffering
particularly from the problems of the recorded music industry due to increased reductions in
budgets for print advertising.

http://www.mtv.de/
http://www.mtvpop.de/
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GROOVE
Printrun: 90,000
Price: free of charge
Publication: bimonthly (6 issues a year)
Founded: 1989
Content: Dance, techno, HipHop, DJ culture, recording technology

Groove
Choriner Strasse 82
10119 Berlin
Tel.: +49 30 4431-2020
Fax: +49 30 4431-2070
Email: leserbrief@groove.de
www.groove.de

INTRO
Printrun: 105,000
Price: free of charge
Publication: monthly (11 issues a year)
Founded: 1991
Content: alternative rock, underground, pop, HipHop, Dance, fashion, film and
literature

Intro GmbH & Co. KG
Herwarthstrasse 12
50672 Cologne
Tel.: +49 221 94993-0
Fax: +49 221 94993-99
Email: firstname.lastname@intro.de
www.intro.de

JAZZ THING
Printrun: 30,500
Price: €5.00
Publication: 5 issues a year
Founded: 1993
Content: jazz, world music and related

Jazz Thing
Verlag Axel Stinshof
Sülzburgstrasse 74
50937 Cologne
Tel.: +49 221 941488-9
Fax: +49 221 413166
Email: redaktion@jazzthing.de
http://jazzthing.de

mailto:leserbrief@groove.de
http://www.groove.de/
http://www.intro.de/
http://jazzthing.de/
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JUICE
Printrun: 34,000
Preis: €4.50
Publication: monthly (11 issues a year)
Founded: 1997
Content: HipHop & rap, HipHop culture and fashion

Juice
Piranha Media GmbH
Landwehrstrasse 61
80336 Munich
Tel.: +49 89 307742-12
Fax: +49 89 307742-33
Email: juice@piranha-media.de
www.juice.de

METAL HAMMER
Printrun: approx. 50,000
Price: €4.50
Publication: monthly (12 issues a year)
Founded: 1984
Content: rock, hard’n’heavy, metal

Metal Hammer
Axel Springer Young Mediahouse GmbH
Werinherstrasse 71
81541 Munich
Tel.: +49 89 69749-402
Fax: +49 89 69741-401
Email: redaktion@hammer-mag.de
www.hammer-mag.de

MUSIKEXPRESS
Printrun: 71,500
Price: €4.50
Publication: monthly (12 issues a year)
Founded: 1970
Content: pop and rock music, Dance, HipHop

MusikExpress
Axel Springer Young Mediahouse GmbH
Werinherstrasse 71
81541 Munich
Tel.: +49 89 69749-402
Fax: +49 89 69741-401
redaktion@musikexpress.de
http://musikexpress.de

mailto:juice@piranha-media.de
http://www.hammer-mag.de/
mailto:redaktion@musikexpress.de
http://musikexpress.de/
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RAVELINE
Printrun: 70,000
Price: €3.50
Publication: monthly (12 issues a year)
Founded: 1993
Content: electronic dance music from underground club music to mainstream

Raveline
A.E.C. Geronimo Verlag GmbH
Provinzialstrasse 65
45711 Datteln
Tel.: +49 2363 5676-11
Fax: +49 2363 5676-92
Email: info@raveline.de
www.raveline.de

ROCK HARD
Printrun: approx. 80,000
Price: €4.95
Publication: monthly (12 issues a year)
Founded: 1982
Content: rock, hard'n'heavy and metal

Rock Hard
Paderborner Strasse 17
44143 Dortmund
Tel.: +49 231 562014-0
Fax: +49 231 562014-13
Email: Megazine@RockHard.de
www.rockhard.de

ROLLING STONE
Printrun: approx. 78,000
Price: €5.00
Publication: monthly (12 issues a year)
Founded: 1994
Content: rock and pop music, literature, film, politics

Rolling Stone
Axel Springer Young Mediahouse GmbH
Werinherstrasse 71
81541 Munich
Tel.: +49 89 69749-0
Fax: +49 89 69749-417
Email: redaktion@rollingstone.de
www.rollingstone.de

mailto:info@raveline.de
http://www.raveline.de/
mailto:Megazine@RockHard.de
http://www.rockhard.de/
mailto:redaktion@rollingstone.de
http://www.rollingstone.de/
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SPEX
Printrun: 18,000
Price: €4.50
Publication: monthly (11 issues a year)
Founded: 1980
Content: all facets of pop culture

Spex
Piranha Media GmbH
Rolandstrasse 69
50677 Cologne
Tel.: +49 221 57978-00
Fax: +49 221 57978-79
Email: verlag@spex.de
www.spex.de

5.4. SPECIALIST MAGAZINES FOR THE MUSIC INDUSTRY

MUSIKMARKT
Printrun: 7,056 (copies circulated)
Price: €84.10 payable twice a year
Publication: weekly

Musikmarkt GmbH & Co. KG
Fürstenrieder Strasse 265
81377 Munich
Tel.: +49 89 74126-400
Fax: +49 89 74126-401
Email: redaktion@musikmarkt.de
musikmarkt.de

MUSIKWOCHE
Printrun: 5,650 (copies circulated)
Price: €148.00 payable twice a year
Publication: weekly

Entertainment Media Verlag
Einsteinring 24
85609 Dornach
Tel.: +49 89 45114-0
Fax: +49 89 45114-444
Email: musikwoche@e-media.de
www.musikwoche.de

http://www.spex.de/
mailto:redaktion@musikmarkt.de
http://musikmarkt.de/
mailto:musikwoche@e-media.de
http://www.musikwoche.de/
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6. MUSIC CONVENTIONS

POPKOMM

With more than 15,000 visitors in 2004 the Popkomm now sees itself as Europe’s leading fair 
for music and entertainment. The international meeting place for the music business will be
taking place for the 16th time next year and got through its relocation from Cologne to Berlin
well. In 2004, 663 exhibitors from all over the world took part, well over 1,600 firms from 41
countries. 16,000 square metres of exhibiting space were put to full use.

An important part of the new organisation of content was the integration of music-related
lines of business such as advertising, film, fashion or those offering digital games and consumer
electronics. Furthermore, the Popkomm addresses specialised services of the business (lawyers,
distributors or agencies) as well as concert organisers to ensure that the entire value creation
chain in the environments of music and entertainment is represented.

Consumers also share in what goes on at the Popkomm through events with a high level of
public appeal. These include the Popkomm Festival with showcases and record-release parties
taking place at diverse locations throughout the Popkomm’s duration. 

The Popkomm has always included a specialist congress with an extensive range of issues. In
2004 around 300 panel members covered approximately 50 themes of national and
international relevance in discussions, presentations, reports and short presentations. All
contributions were simultaneously translated into German or English and sometimes into
French. Furthermore, the congress themes are available on the Popkomm homepage via
Internet streaming.

Popkomm GmbH
Messedamm 22
14055 Berlin
Tel.: +49 30 3038-3009
Fax: +49 30 3038-2149
Email: info@popkomm.de
www.popkomm.de

WOMEX

mailto:info@popkomm.de
http://www.popkomm.de/
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The World Music Expo WOMEX emerged in 1994 from the “Worldwide Music Days”, the first 
independent world music fair that formed part of the Berlin Independence Days. At WOMEX
2004 in Essen 2000 visitors and 1,250 companies from around 90 countries gathered at
approximately 200 stalls. The event included 38 concerts taking place on five days with about
250 artists; over 40 speakers held speeches at 25 conferences.
The fair’s “same-stalls-for-all” policy is partly responsible for the unique atmosphere of 

partnership that distinguishes WOMEX from all other music fairs. The fair stands are
traditional market stalls, each with a table, bench, power supply and company nameplate and
are distributed according to a first-come-first-serve principle. Furthermore, every accredited
WOMEX participant has a virtual fair stand at www.womex.com enabling it to remain in contact
with the world music community for the whole year. There is also the possibility of presenting
showcases online with video, music, texts and biographies.

WOMEX AG
Bergmannstrasse 102
10961 Berlin
Tel.: +49 30 318614-16
Fax: +49 30 318614-10
Email: womex@womex.com
www.womex.com

(POP UP

(Pop Up is a music fair accompanied by a festival, forums and workshops for the Independent
Scene. It has taken place in Leipzig in May of each year since 2002. Most of the exhibitors are
from Germany, Austria and Switzerland. The fair is a one-day open event that is also open to the
general public and displays stands for labels, media, agencies, organisers, artists as well as
showcases and is held within a much more pop-cultural context.

Additionally, panels take place on current and fundamental themes from the areas of pop
culture, politics and aesthetics. Workshops on practical issues of the music business and of the
creative process are also a feature of the fair as well as a stylistically diverse four-day club
festival in association with the Leipzig club scene.

Leipzig (Pop Up
c/o Big F GmbH
Herr Jörg Augsburg
Karl-Liebknecht-Strasse 11
04107 Leipzig
Tel.: +49 341 23075-21
Fax: +49 341 23075-55
Email: info@leipzig-popup.de
www.leipzig-popup.de
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MUSIKMESSE

The world’s largest international fair for musical instruments, music software and computer
hardware, sheet music and accessories takes place in 2005 for the 53rd time at the Frankfurt
Exhibition Centre. The fair traditionally runs from Wednesday to Saturday: the first three days
are reserved for specialised visitors from trade, industry, professional music and musical
education; on Saturday all ten halls will be open to music lovers.

In 2004, 1,440 exhibitors from around 50 countries presented their products on over
110,000 square metres of exhibition space; more than 200 live acts and music workshops were
held. More than 65,000 visitors from 90 countries visited the fair.

Furthermore, the fair is the platform for the renowned Frankfurt Music Prize–in 2004 the
German singer-songwriter Udo Lindenberg was honoured for his lifework. The Frankfurt Music
Prize is one of many specialist and innovation prizes awarded at the Musikmesse.

Musikmesse
Messe Frankfurt GmbH
Ludwig Erhard-Anlage 1
60327 Frankfurt am Main
Tel.: +49 69 7575-6987
Fax: +49 69 7575-6613
Email: musikmesse@messefrankfurt.de
www.musikmesse.com

PROLIGHT + SOUND

Parallel to the fair “Musikmesse”, Prolight + Sound took place in neighbouring halls –the
largest international fair for audio, light, events and communication technology worldwide. At
its tenth staging in March 2004 more than 26,000 visitors from audio and studio technology,
lighting design, events planning and design visited Frankfurt–more than ever before.
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Messe Frankfurt GmbH
Ludwig-Erhard-Anlage 1
60327 Frankfurt am Main
Tel.: +49 69 7575-6084
Fax: +49 69 7575-6099
Email: christine.kern@messefrankfurt.com
www.prolight-sound.com

SHOWTECH

The international fair for events and media technology has taken place every two years since
1984. For the 2005 staging of the event (1 until 3 June) 7,000 visitors are expected in Berlin, a
quarter of these coming from abroad. The exhibitors are from the areas of stage equipment,
studio technology, lighting, image and communication technology, audio and ultrasound
technology, events technology, congress and conference technology, equipment and effects and
safety technology. Around 300 exhibitors from approximately 25 nations are expected to
participate.

Messe Berlin Reed GmbH
Niederlassung Düsseldorf
Völklinger Straße 4
40219 Düsseldorf
Tel.: +49 211 90191-240/-242
Fax: +49 211 90191-244
Email: info@showtech.de
www.showtech.de

FRANKFURT BOOK FAIR
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International and national music publishers are among those participating in the international
fair for books, art, electronic media, copyrights and. Furthermore, in recent years the subject
area of audio books has brought the fields of literature and recorded music closer together.
The Frankfurt Book Fair first took place in 1964. With around 270,000 visitors, 6,500 exhibitors
from over 100 countries and an exhibiting area of approximately 170,000 square metres it is the
largest book fair in the world.

Ausstellungs- u. Messe-GmbH des Börsenvereins des Deutschen Buchhandels
Reineckstrasse 3
60313 Frankfurt am Main
Tel.: +49 69 2102-0
Fax: +49 69 2102-227
Email: info@book-fair.com
www.buchmesse.de

LEIPZIG BOOK FAIR

The little sister of the Frankfurt Book Fair takes place annually in spring. In 2004 it welcomed
around 100,000 visitors and approximately 2,000 exhibitors from around 30 countries with an
exhibiting area of around 44,000 square metres.

Leipziger Messe GmbH
Messe-Allee 1
04356 Leipzig
Tel.: +49 341 678-0
Fax: +49 341 678-8242
Email: info@leipziger-buchmesse.de
www.leipziger-buchmesse.de
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7. ALL DIGITAL: NEW AUDIO FORMATS AND AUDIO MEDIA

Since the introduction of the audio CD in 1982 music has become a digital commodity that can
be used irrespective of data carriers or storage location. Alongside audio CD, SACD and DVD,
the Internet and mobile telephone network channels are certain to play a dominant future role
in Germany. Eckehart Röscheisen gives a compact overview of the most important digital
channels in Germany.
Along with the “classic” CD, CD ROM and DVD (Digital Versatile Disc), with capacities of up 

to 26 “standard” CDs, high-resolution multi-channel formats such as DVD audio and SACD
(SuperAudio CD); www.superaudio-cd.com) guarantee particularly high-quality sound
reproduction and are becoming increasingly significant on the recorded music market. In
Germany as all over the world it is, however, the “non-physical” product forms such as 
ringtones, music downloads and streaming facilities that will play a major role in the future.

FIGURE 1:
RECORDED MUSIC AND MUSIC VIDEO SALES IN GERMANY (1994–2003) IN MILLIONS

NEW FORMATS SUCH AS SACD AND DVD AUDIO CURRENTLY PLAY A SUBSIDIARY ROLE,
VINYL LPS NOW ONLY A PERIPHERAL BUT NEVERTHELESS CONSTANT PHENOMENON.

(Source: Jahrbuch Phonographische Wirtschaft 2004 [Phonographic Industry Yearbook 2004])

In order to trade with the commodity of music on the internet or on the mobile telephone
network, certain technological specifications are required: firstly, the occasional limits on
transference volume (especially on mobile channels) mean that the data has to be highly

Singles
MC
DVD music videos
DVD audio videos, SACD
Vinyl LP’s

CD

http://www.superaudio-cd.com/
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compressed; secondly, digital data can easily be copied, meaning that the copyright protection
has to be safeguarded through additional technical precautions.

In particular MP3–a highly efficient compression procedure for music–has achieved
dubious fame. MP3 has come to epitomise the entire problem of pirating on the Net, this
standardised data format being by far the most widely used on the Internet. But alongside what
are still countless peer-to-peer filesharing platforms, in Germany there is now a whole range of
legal schemes on offer such as the “iTunes Music Store” by Apple (www.itunes.com), T-Online’s 
“Musicload” (www.musicload.de), “Popfile” (www.popfile.de) or “Finetunes” 
(www.finetunes.de).

TABLE 1:
AUDIO FORMATS

Audio Format Producer Information

AAC (Advanced Audio Coding),
AACplus, AACsurround

Motion Picture Experts
Group www.aac-audio.com

ATRAC3 Sony www.sony.net/Products/ATRAC

MP3 (MPEG-1 Layer 3), MP3plus,
MP3surround Fraunhofer www.iis.fhg.de/amm

MusePack Open Source www.musepack.net

Ogg Vorbis Open Source www.vorbis.com

QuickTime Apple Computer www.apple.com/quicktime,
www.apple.com/quicktime/pro
ducts/qtss

RealAudio Real Networks,
www.helixcommunity.or
g

www.real.com

Windows Media 9 Microsoft www.microsoft.com/windowsm

Various technical standards and formats of audio-compression struggle to win the support of service
providers, device manufacturers and users. In Germany MP3 (on the entire Internet) and WMA
(commercial services) are by far the most widespread formats.

(Source: Amke Block, Eckehart Röscheisen, 2004)

http://www.finetunes.de/


Export handbook Germany Chapter 7

138

TABLE 2:
GERMAN MUSIC SERVICES

Music Service Supplier in Germany Data Format

24/7 Music Shop www.kylie.de, www.philcollins.de, ... WMA, MP3 (AAC, AAC+)

AOL Music AOL Deutschland WMA

Finetunes Finetunes Ogg Vorbis (MP3, ...)

iTunes Music Store Apple Computer AAC+

Musicload T-Online WMA

O2 Mobile Music O2 Deutschland AAC+

OD2 On Demand
Distribution (Loudeye)

Tiscali, Karstadt, Kontor.cc, MTV
Deutschland,
WOM Download, MediaMarkt, Packard Bell

WMA

Popfile Universal Music Group Deutschland MP3 mit MMP
(Multimedia
Protection Protocol)

Sony Connect Sony Europe ATRAC3

German music services and their audio formats: these standards are provided by the current online
music services in Germany for download or streaming.

(Source: Amke Block, Eckehart Röscheisen, 2004)
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FIGURE 2:
MINIMAL BYTE RATES FOR VIRTUAL HIFI QUALITY (IN KBIT/S)

The byte rates required for “acceptable quality” have strongly decreased since the compression 
procedure (“ASPEC”) began back in 1990 with its initial problems of quality loss. Today streams 
with 48 kilobytes per second AAC (“Advanced Audio Coding”) suffice for approximate HiFi 
(High Fidelity) quality.

(Source: momag.net, [data: Karlheinz Brandenburg; momag.net])

At least technologically the questions of control on copying and passing on to third parties have
been solved, even though it remains to be seen which business model (streams vs downloads,
buying vs renting vs subscription of music) and which kinds of limitation (usage rules) will be
accepted by users at all. In this respect Apple’s “iTunes Music Store” is just one of many 
potential blueprints.

Audio-data formats possess DRM (Digital Rights Management) mechanisms for controlling
the use (playing, recording on CD, copying, uploading onto mobile players) and passing on of
music. Alternatively, they can be equipped with them at a later stage (source: momag.net):

AAC and AAC+ (MPEG, Apple): here the AAC format is replaced by a protected (i.e.
an encoded) “atom” that can only be played by special software or hardware players
WMA possesses complex DRM mechanisms that Microsoft adopted from other
systems such as “LiquidAudio”
ATRAC3 from Sony can only be played using Hardware (MC Player) or Software
(“SonicStage” by Sony Connect) licensed by Sony who monitor the use
Universal’s download platform “Popfile” uses an MP3 format that was encoded with
the so-called “Multimedia Protection Protocol” format (MMP) from Fraunhofer; this can 
be decoded by the “MyPlaylist” player and exported for the WindowsMedia Player

The greatest role played in the digital environment, including that of Germany, is that of
ringtones. The GEMA (German Collecting Society) collected 1.5 million euros for ringtones in
2002. Figures for 2003 are not yet available, but the Collecting Society speaks of a 300% rise in
2003 (source: Simon Dyson, analyst for the British Informa Group): “We are expecting a total 
volume of 240 million dollars for the German ringtone market–for Europe we even expect
1,500 million dollars.”
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TABLE 3:
MOBILE PENETRATION THROUGHOUT POPULATION IN 2001

Country Handsets in Circulation (million units) Mobile Penetration (% population)

China 216.2 17

USA 159.7 55

Japan 91.6 72

Germany 54.6 66

Italy 46.6 80

UK 44.8 75

France 36.8 61

South Korea 32.1 66

Spain 29.9 74

Mexico 25.6 24

(Source: IFPI Secretariat, International Federation of the Phonographic Industry [IFPI], the recording industry in
numbers, the definitive source of global music market information 2004, Publisher: IFPI, London, 2004)

FIGURE 3:
DISTRIBUTION OF EXPENDITURES

By far the most popular mobile feature in Germany according to the “GfK Handy-Monitor” (GfK 
Panel Services Consumer Research on distribution of mobile phones; survey conducted in
January 2004) remains ringtones with 64% of which polyphone dominate with 84% over the
monophone (16%) ringtones. These are followed by images, mobile phone logos (19%) and
games (14%).
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FIGURE 4:
MEDIA BUDGET

In Germany as elsewhere music has diminished to become a component of the media mix. This
diagram visualises the current status of music according to age groups. Book purchases rise
considerably with increasing age

(Source: GfK Consumer Tracking)
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FIGURE 5:
EXPENDITURES ACCORDING TO AGE GROUPS

With 2.4% of the entire population (basis: 63.8 million German citizens over 10 years old) the
20–29-year-olds are by far the largest purchasing group for ringtones in Germany.
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FIGURE 6:
PERFORMANCE OF MOBILE TELEPHONE NETWORK VS LANDLINE NETWORK

momag.net [Source: WIK]

In just a few years wireless networks could replace the Internet in its present-day form.
According to the WIK, the gap between landline and mobile telephone networks in terms of
development is between three and five years.

(Source: Entwicklungstrends im Telekommunikationssektor bis 2010 (Trends in the
telecommunications sector up to the year 2010), Wissenschaftliches Institut für
Kommunikationsdienste)

A basic assumption concerning the marketing of mobile services seems to be entirely incorrect:
that the typical member representing the main target group is a male in his twenties and a
business professional. While mobile players were mostly males (58% of downloads in the last
three months), ringtones present an entirely different picture: women form the majority for
downloading ringtones. They are responsible for more than half of the 5.9 million downloaded
ringtones. 60–70% of the ringtone purchasers are under 34. These were the results of a research
by the British “Enpocket Mobile Media Monitor” by ICM Research.

The same line is taken by current research findings of the American Zelos Group.
“Enterprises in the wireless domain are neglecting the most willing purchaser groups for music,
mobile messaging and games: these are mostly women and teenagers.”

In view of the evolution of sound quality and storage capacity the leap from ringtones to
mobile downloading is an obvious concept. Mobile phones with headphones are currently taking
off in Germany.
Alongside the offers already in existence, such as “02 Music”, Vodafone’s “Mobile Music” or 

the “Mobile Jukebox” by T-Mobile, it is certain that Internet services will gradually discover
mobile channels. Internet and mobile media will further merge. Apple’s international co-
operation with mobile phone manufacturer Motorola in the development of a mobile version of
the “iTunes” music player could well be just the beginning.
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