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MARKET SUMMARY
The music industry consists of independent and companies artists who make money by creating new pieces and songs and arranging live shows and concerts, video and audio recordings, sheet music and compositions and the associations and organizations representing and aid music creators. There are several types of music businesses one can engage in. these may include: promotion, marketing and PR, Record label, social media platform, streaming platform, SaaS App, and Consulting. This paper focus on "playful playlists''. Playful playlists business is an app that is a monthly subscription that curates specialized playlists for its customers by collecting information from the streaming apps they use. Playful playlists fall under the SaaS music business category. A SaaS company refers to any company that hosts a certain application and makes it easily available to consumers/customers over the internet. The initials SaaS stands for Software as a Service (Wang, 2015). The SaaS Company maintains databases, servers, and software that allow the app to be accessible via the internet, particularly by web browsers. Basically, customers from all over the world become subscribers and pay a small amount of monthly fee to use your app. Some subscriptions depend upon how much information/data needs to be stored, the level of technical-support desired and the number of users that will access the app. The NAICS code of the SaaS app music business, as per the NACS manual updated in 2017, is given as 511210 (Miller et al., 2017). This code represents all industries dealing with publishing or computer publishing and reproduction. Establishments included in this industry carry out operations required to produce and distribute computer software like assisting in the installation, designing, providing support services to purchase software and providing documentation. 
As we welcome new decades, digital media services for online access to video, TV and music are evolving as powerful products in their own right, luring consumers with their cost-effectiveness and convenience and gaining spots in their wallets and hearts. For instance, in 2019, the music industry, particularly the SAAS music business, recorded its 2nd year of growth as a result of worldwide mass adoption of streaming. In what was considered a record-breaking purchase, the SAAS music business services accounted for more than half of the United States music industry's revenue in 2019, totalling 3.9 billion dollars up from the previous 34 percent. More than thirty million people in the United States today pay for a subscription to music apps (Wikström, 2020). Globally about 112million subscribers were recorded. Potential consumers range from young to old. Despite the industry's growth rate, the market engages in a low-involvement decision-making process. This is due to the fact that the industry is most of the time seen as not worthy of the consumer's effort and time, and he/she has to search for different brands or a wide range of alternatives before deciding to subscribe to one music app. 
The various use of music has, on many occasions, been studied in traditional areas like psychology on matters such as human behavior and learning. Marketers utilize this feature as a motivator in the purchase-decision of customers shopping in various environments that tie the easy way of manipulating the music. Based on research, it has been established that high quality and consistent music promotes consumer’s cognitive development. It is known that music education greatly raises the IQ level in kids by about 7.5 points, that is about 20 percent (Herrington, 2017). In much recent research at MIT, scholars note that music sensitivity is much more fundamental to a human being's brains than speech perception. Some theories suggest that speech was a result of music.  On the other hand, researchers also argue that music greatly impacts our emotions and mood. This is because of brain dopamine regulation. This is a neurotransmitter involved in mood regulation and emotional behavior. So this means that music consumers are likely to be affected emotionally depending on the type of music they consume, although this may vary between individuals.
In summary, Maslow's hierarchy of needs identifies five major areas of needs experienced by everyone. Starting with physiological or basic-life-survival needs, the model continues in subsequent steps via security and safety, belongingness and love, self-esteem and lastly, self-actualization. Maslow argued that decision-making and human behavior are motivated by either one of the needs in his hierarchy. Applied to the music industry, the consumer's ability to appeal to either of these motivations drivers is a major determinant of their potential satisfaction. Non-essential services, which may include music apps, are marketed to those in the 4th or 5th level of Maslow's pyramid. Such people are driven by the need to realize their full-potential and increased self-esteem. The same campaign is not likely to appeal to people on the 1st level s they are led by basic human needs such as water, foods among other many elements needed for survival. The industry's motives and needs are to get to as many people as possible, keeping in mind that they can only connect best with potential customers if they appeal to their respective needs in a meaningful, relevant way. The music app industry has considered its customers' level of needs and is trying its best to meet and market music apps to convince them that music will fulfil those needs.
The SAAS music business industry presents a significant example of how businesses evolve in present times. The music industry is fast-changing, and a couple of trends have been witnessed in the past few decades. A current trend that is greatly impacting the music industry is the evolution of technology and social media. If it is not the advancement of our phones' technology that aids users communicate a show or concert to their customers in actual time, it is then the seamless way a person may share his/her favourite song to thousands (Herrington, 2017). How people consume music has, over recent years, shifted. In the early noughties, people required peer-to-peer sharing of soundtracks from sites such as high demand for mp3 players and LimeWire. Still, currently, we have paid online subscriptions to stream platforms from the comfort of our homes, giving us thousands of soundtracks at our fingerprints. Resultantly, physical media-sales have rapidly decreased. Apple Music, Spotify and their rapid growth show a shift in customer expectation for music wherever and whenever. Platforms such as Tidal, Pandora, Sound cloud and YouTube music are widely used, and some could argue that online streaming platforms have become so rampant that they may now be broken-down by use-case.
Switching gears to negative trends impacting the music industry have been clearly observed by many how the sector has been struck hard by the ongoing pandemic. The coronavirus situation has greatly affected the industry, with music live performances revenue reducing greatly. The lock-down imposed on different countries across the world has cost the sector more than 10 billion dollars. The industry is trying it's best to fight back new methods to monetize innovative models and consumption (Herrington, 2017). Many concerts are held online, and it is bearing fruits are many people are getting used to the situation. According to a recent study, the pandemic is likely to increase underlying trends in the music sector based on the significance of streaming, which has risen from 9 percent to 47 percent of total industry revenue.
TARGET MARKET
Playful playlists originally targeted the tech-savvy and young adults and teenagers in the United States when we introduced our tunes. However, as phones become more common among everyone, and most people become much more comfortable with electronic gadgets, the target market expanded to include baby boomers and adults. Playful playlists focus on acquiring market share in young adults and teenagers (both male and female, whether earning or unemployed, educated or not educated) for its soundtracks distribution software. This market is apt to use, appreciate and understand thousands of songs. They also target this group because their song purchase rate is quite higher compared to other age groups. Most young adults like to stay in the know and are always itching to listen to new and emerging songs. Playful playlists are looking forward to introducing their songs to growing kids to make sure they remain loyal to their songs even as they become older. 
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This is Breanna Yde. Breanna lives in Brooklyn; she is 18 years old. She is a student at Buffalo College, taking a diploma in catering. She currently works at a local coffee shop as a waitress. Unlike other girls of her age, Breanna does not like to speak much but only expresses herself when she needs something. She enjoys travelling and reading novels. Generally, she is a nice person, kind and adores animals, especially puppies. What makes me choose Breanna is her great love and passion for music. She enjoys listening to music, specifically love songs, and she is one of the biggest customers of playful playlists. Her rate of music purchase from our app is relatively high compared to other subscribers. When asked why she chose the playful playlist music app, she replied by ''I love music, it soothes my soul, and because you have songs I like, I chose to subscribe to your app''.
COMPETITION
In the world of business, one will always face competition whether he/she is willing or unwilling. And just like any other industry, the SAAS music business has both direct and indirect competitors. An example of a direct competitor of playful playlists is the widely known apple iTunes. Apple iTunes is a software just like our own that lets its users add to, play and organize their digital media collection and sync the songs to any portable device. On the other hand, an example of an indirect competitor is YouTube. As an application, YouTube is a video website that allows whoever uses it to watch, share and upload videos (Burgess, 2011).
COMPETITOR’S STRENGTH
Apple iTunes's competitive advantage is its control of product differentiation, retail strategy, hardware, software and, more importantly, its strategic decision-making. Apple's management, led by Steve Jobs, is considered one of the best leadership strategies in the business world. With Steve's strategic decision making, Apple iTunes is America's most known and largest music app. The app utilizes a high level of technology, giving its users the ability to add to, play and organize their digital media collection and sync the songs to any portable device. Although its monthly subscription fee is slightly higher than other music apps, Apple iTunes has a reputation for delivering the best service and experience when sorting soundtracks.
YouTube is the leading live streaming media in the world. The company consists of several production facilities globally, known as YouTube spaces, where creators produce over ten thousand videos that generate more than 1 billion views.  YouTube's greatest competitive advantage is that, unlike music apps, one can see and hear whatever he/she pleases. Its ability to watch, share and upload videos makes the media famous worldwide (Lange, 2017). While only a few YouTube channels require subscriptions, most of the videos here are available to the consumers for free, provided you have a working internet connection. As time goes by, YouTube's technology seems to be developing as video quality keeps getting better and better. The media maintains a reputation of streaming live videos ranging from TV channels to live concerts, football matches, among other sports. With what seems to be a well-defined management system from CMS, YouTube is surely developing faster.
COMPETITORS WEAKNESSES
Despite being the leading music APP in the United States, Apple iTunes also has some major weaknesses. First and foremost is the pricing of its products. Most people see Apple iTunes' products as a luxury as a result of their high prices. These products are mainly priced for high and middle-income consumers. Low-income customers cannot easily afford products from apple. Apart from its high prices, Apple iTunes doesn't feel the need to advertise their app compared to other music apps. The music app has also been reported to engage in unfair business practices after receiving the money to make the Google search engine the default search engine for its Safari browser (James, 2015). The last weakness is not unique to Apple iTunes but has gradually emerged to be one of the greatest threats so far, and it's management.  The question remains whether the current CEO, Cook Tim, will provide the kind of leadership the company requires to remain the industry's giants. Because the former CEO, Steve Jobs, was a tough and reliable leader compared to Tim, everyone is waiting to see how he will lead the company in the coming years.
YouTube’s greatest weakness that is slowly taking out some of its subscribers is that everything on YouTube is public. This means that individuals do not need to create an account in order to see any of the videos uploaded to a person's channel. This may cause copyright problems and privacy invasion issues. Secondly, like any other media platform, the leading live stream media has many rules that hinder what a person has within their channels (Lange, 2017). On matters of pricing, monthly subscriptions are quite high and low earning individuals may not be able to afford YouTube services. Problems have also been reported with YouTube technology. The YouTube users claim that the video often crashes, and they have to look for other means to watch whatever they were watching.
POSITIONING
To our esteemed, established, US-based music artists that feel that their time to shine is now and feel the argue to share their songs globally, Playful Playlist Co. is a globally known and trusted music app that has the power to take your music to greater heights through social media platforms and traditional means.
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