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Amazon and Rhapsody Show Strong Gains in Digital Music Market While iTunes Remains 

Dominant 
 

5th Annual TEMPO Digital Music Brandscape Study From Ipsos Reveals Emerging Changes Within The Category 
 

Shifts Come at Expense of Lesser-Known Brands, Further Market Consolidation Likely in the Near Future 
  
 
New York, NY, October 7, 2008 - Excerpts from Ipsos’ TEMPO Digital Music Brandscape study show 
that one year following its launch, Amazon.com Music has made a phenomenal first showing. Meanwhile, 
Rhapsody’s increased focus on advertising and partnership appears to be paying off. But neither 
development has slowed iTunes’ step, with the site continuing to gain dedicated users who perceive it as 
the best fee-based digital music destination. 
 
iTunes Continues to Expands Lead Despite Increased Competitive Pressure  
 
The fifth annual TEMPO Digital Music Brandscape study is an in-depth examination of fee-based online 
music brands, and is part of TEMPO, an Ipsos quarterly study of digital music behaviors. 
 
Awareness and use were steady among most dominant brands this year, but did increase for three top 
competitors while declining among many lesser-known players. 
 
• iTunes continued to grow in terms of awareness, usage, familiarity, and ‘best brand’ mentions. 
• Amazon had a strong first year, with initial awareness, usage, favorability and ‘best brand’ ratings 

comparable to any of the top brands after iTunes. Moreover, Amazon actually matched iTunes in user 
satisfaction. 

• In perhaps the most significant development this year, however, Rhapsody gained in both aided and 
unaided awareness, usage and favorability. Although some of this growth may have been trickle-
down from growth of digital music, overall, only iTunes and Rhapsody increased in these measures. 
This suggests that Rhapsody’s growth was not merely a reflection of market-level changes, but a 
direct result of its redoubled advertising efforts, its commitment to broad partnerships such as those 
with MTV Networks and Verizon Wireless and the fact that the streaming service competes in a niche 
alongside rather than in direct competition with iTunes. 

 
“iTunes dominates this market,” says Karl Joyce, lead author of the TEMPO study, “but that by no means 
suggests that there isn’t room for innovative competitors with differentiated offerings. This is precisely 
who, according to our research, consumers are paying attention to and rewarding with their patronage. 
Amazon – unique for offering DRM-free downloads from the catalogues of not one, but all four majors – 
has done quite well in its first year, easily establishing a place for itself among the other top brands 
operating in iTunes’ shadow. And then there is the story of Rhapsody. Rhapsody is a  
 
success story in how to build a brand’s power through increased awareness. Yet despite this 
strengthening among key competitors, iTunes’ dominance remains unchecked.” 
 
 
 
 



 
 
Lesser-Known Services Suffer, Consolidation Likely Future Outcome 
 
“The reason iTunes’ brand strength has not weakened in light of increasing competitive pressure is that, 
during this same time frame, consumers became more demanding of the digital music services they use,” 
explains Joyce. “Table stakes such as good sound quality, variety, and being a reputable brand grew 
significantly in importance versus both of the past two years. As a result of this, lesser-known brands who 
fail to add unique value and whose offerings are limited are beginning to lose out in favor of larger, more 
robust services able to meet all of these consumer demands.” 
 
Top brands cement power while others decline. 
 
• Many service attributes increased in importance in 2008 versus both of the past two years. 
• Amazon’s 9% share and iTunes’ and Rhapsody’s 7% and 3% respective increases as ‘best brand’ 

came predominantly at the expensive of lesser-known brands, though other top brands did share 
some of the burden. 

• For many secondary brands, total awareness, familiarity, and favorability decreased as well. 
 
“Consolidation of brand power among a handful of larger, better-known digital music services will 
continue. In this space, halo effects have had a real impact on consumer awareness and usage; if not 
always on brand perceptions,” continues Joyce. “We have seen this with iTunes, Yahoo!, Wal-Mart, 
MySpace and, now, Amazon. And, just days ago BestBuy acquired Napster, a brand that has ridden a 
different kind of halo – residual awareness from its stint as the first filesharing service – for years. This 
acquisition is exactly the type of move we should anticipate as this sector continues to evolve. A 
dedicated or small digital music brand trying to break into this space will not be able to sustain market 
share unless its offering is truly unique. To-date, Rhapsody is the only top-tier digital music brand without 
strong, pre-existing brand strength in some other arena. 
 
“New innovations are sure to change this market. New models, especially those based upon ad-
supported streaming, are sure to bring new brands into the space. At the end of the day, though, the 
digital music market is maturing. Consolidation or closure among many of the smaller players seems 
inevitable at this point.” 
 
Methodology 
Data on music downloading behaviors was gathered from TEMPO: Keeping Pace with Digital Music 
Behavior, a quarterly shared-cost research study by Ipsos MediaCT examining the ongoing influence and 
effects of digital music in the US.  
 
Data for this release were collected between July 15 and July 28, 2008, via a web-based representative 
sample of 1,249 US Downloaders aged 12 and over. With a total sample size of 1,249, one can say with 
95% certainty that the results are accurate to within +/- 2.77%. To learn more about the methodology of 
TEMPO, please visit www.ipsosinsight.com/knowledge/techcomm/products/Tempo.aspx. 
 
 
For more information, please contact: 
Karl Joyce 
Senior Research Manager 
Ipsos MediaCT 
(312) 665-0600 
karl.joyce@ipsos.com 
 
 
 
 
 



 
 
About Ipsos MediaCT  
Ipsos MediaCT is the specialization within Ipsos dedicated to serving clients in the converging Media, 
Content, Telecoms & Technology Industries. Areas of expertise include audience measurement, 
consumer insight, customer acquisition and retention, market sizing and new product development. Our 
global team combines rigorous research skills with a clear business focus to assist companies in 
maximizing their return on investment. 
 
To learn more, please visit http://www.ipsosmediact.com/. 
 
About Ipsos 
Ipsos is a leading global survey-based market research company, owned and managed by research 
professionals. Ipsos helps interpret, simulate, and anticipate the needs and responses of consumers, 
customers, and citizens around the world. 
 
Member companies assess market potential and interpret market trends. They develop and build brands. 
They help clients build long-term relationships with their customers. They test advertising and study 
audience responses to various media. They measure public opinion around the globe. Ipsos member 
companies offer expertise in advertising, customer loyalty, marketing, media, and public affairs research, 
as well as forecasting, modeling, and consulting. Ipsos has a full line of custom, syndicated, omnibus, 
panel, and online research products and services, guided by industry experts and bolstered by advanced 
analytics and methodologies. The company was founded in 1975 and has been publicly traded since 
1999.  
 
In 2007, Ipsos generated global revenues of €927.2 million ($1.27 billion U.S.). 
 
Visit www.ipsos.com to learn more about Ipsos’ offerings and capabilities. 
 
Ipsos is listed on the Euronext Paris Premier Marché, and is part of the SBF 120 and Next Prime Indices 
as well as eligible to the Deferred Settlement System (SRD). Euroclear code 7329, Reuters ISOS.LN, 
Bloomberg IPS FP 
 

 


