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Introductory note:

Aim of this report is to inform the donor about key findings of the research that contributed
to development of “Play It!” portal and further project activities, especially addressing the needs of
young and unaffirmed musicians and emerging professionals, and needs of established professionals
actively engaged in music industry.

Bearing in mind contribution of “Play It!” project to the cultural policy in Serbia, i.e.
recommendations for creating measures towards more inclusive music industry as vibrant segment of
creative sector, surveys remained open until February 6, 2026, resulting with the increase of received
answers meeting the target values in the project proposal (updates are currently being processed).

About research

“Play It!” project was initiated to respond to need of stakeholders in music industry in Serbia
for information resource that would enable stakeholders to accurately learn about activities, ideas,
and plans of others in music industry. Such need was identified while participating the process of
mapping potentials of music industry in Serbia (c.f. “Analysis of economic effects of music industry
sector within creative industries in Serbia”, National Platform “Serbia Creates” and University of
Belgrade Faculty of Economy, 2024).

“Play It!” portal was envisioned to respond to such need. In its conceptualization it was
important firstly to obtain relevant information from stakeholders (musicians, producers, managers,
concerts and festivals’ organizers, labels, NGOs in music field, music journalists) about existing
practices in Serbian music industry, as well as to map needs of Serbian citizens to increase their
participation in consumption of local/national music artists by being adequately informed.

To economically implement the project, research has been designed to provide evidence-base
in achieving Project objective 1 (To enhance strategic development of music industry in Serbia by
creating online portal that would holistically present activities of stakeholders); and Project objective
2 (To enhance visibility of young and unaftirmed artists (regardless of their gender, ethnic origin,
education (academically educated or self-educated), as well as age, socio-economic status and
possible disability).



Methodology

Research aiming to contribute to development of “Play It!” portal, as well as to contribute to
innovations in cultural policy towards more inclusive music industry implored quantitative and
qualitative methods.

Quantitative methods - surveys

In terms of quantitative methods, two surveys have been conducted: one among stakeholders
in music industry, and the other among Serbian citizens (audiences).

For each group questionnaires were tailored in consultations with stakeholders with long
experience in music industry and researchers of cultural participation. In both cases questions were
primarily closed, i.e. allowing the respondents to choose one or more of the answers offered
(depending on question one or more than one answer offered). However, as practices may differ,
respondents were encouraged to make additional remarks or add not-offered option.

Questionnaire for stakeholders (annexed to this report in Serbian) consisted of 23 questions

organized in following sections: legal status of the respondents; information about area of music
industry in which respondents are primarily engaged; promotion of music and activities; availability
and accessibility of information about studios, venues, festivals; challenges in creative processes and
programming; collaboration and networking; needs to increase participation and visibility of
respondents in music industry in Serbia (per type of respondent); possibilities to improve inclusion
in music industry in Serbia.

Questionnaire for Serbian citizens / audiences (annexed to this report in Serbian) consisted of

22 questions organized in following segments: socio-demographic data; cultural participation
including availability of musical contents in the place of residence; expenditures related to music
(editions and concerts); familiarity with contemporary music production in Serbia and means of
information on releases and concerts; needs related to communication of musical releases and
concerts; opinions on possibilities to strengthen inclusiveness of music industry in Serbia.

Sampling and deployment plan.

As both surveys were on a smaller scale, sampling was random aiming to reach target values
in the project proposal.

In case of stakeholders, focus was placed on diversity of respondents’ engagement in music
industry (musicians, producers, managers, concerts and festivals’ organizers, labels, NGOs in music
field, music journalists) and their legal status (physical entities / individuals, members of informal
groups, legal entities / members and/or employees in organizations and/or companies active in music
industry). As previous research on music industry in Serbia provides just broad picture, primer task
was to identify people whose activities in music industry are well-documented. Result of this task
was a mailing list of almost 500 stakeholders to whom link to the questionnaire was sent.

In case of Serbian citizens, focus was placed on diversity in terms of demographic (age,
gender, and occupation). In addition to WMAS and partners’ social media invitations to the public to



respond to the survey, project team members personally shared the link to their networks, reaching
approximately 500 people.

Framework for data analysis of responses included the frequencies in choosing offered
answers, ranging of offered answers, while remarks added were analyzed in qualitative terms.

Qualitative methods — focus groups discussions

Developing “Play It!” portal required in-depth knowledge about experiences, needs, and other
relevant inputs of stakeholders / established professionals in music industry. Thus, two focus groups
discussions were organized: one among stakeholders / established professionals in music industry,
and the other among young and unaffirmed artists (most notably musicians and producers).

Both focus groups discussions were held in Belgrade, according to semi-structured
questionnaires / discussion outlines tailored to the specific group (annexed in Serbian here in the
report). Each discussion outline focused on strengths, weaknesses, opportunities (including “Play It!”
portal as resource) and threats for inclusive music industry in Serbia, according to participants’
knowledge and experiences.

Composing the groups.

In composing both groups, the main criteria were diversity of engagements in music industry
(music creations and music performances, production, and promotion).

Focus Group 1. To more specifically address challenges of contemporary music industry and
options that resource such is “Play It!” portal must acknowledge, in composing the first focus group
the main criteria in composing the group was diversity of stakeholders (musicians, producers,
managers, journalists, etc.). As the main goal of the FG discussion was to address key issues in
creating “Play It!” portal, rather than age and gender focus was on people who work with different
generations regardless of their gender. Inclusion of socially marginalized groups (like for example
ethnic minorities) was, however, important.

According to the interest to be involved in “Play It!” project implementation shared by
stakeholders during the process of creating mailing list in September 2025, wider list of 30 potential
focus group participants was created. Following the feedback upon the deployment of the
questionnaire for stakeholders in music industry, the list was narrowed to 25 people, keeping in mind
the diversity of stakeholders. Finally, based on identified stakeholders’ availability on the date, 10
people participated in the discussion, including one representative of an ethnic minority (Roma
community).

Focus group 2. To ensure youth participation in “Play It!” project implementation, though
primarily in terms of conceptualizing the training to be conducted in following project
implementation phase, but also in terms of needs that “Play It!” portal should meet for adequate
inclusion of youth in the music industry was organized. To form the group in December 2025 and
January 2026 Project Team conducted informal consultations with young musicians, sound engineers
and emerging professionals in music events organization. This activity resulted in a wider list of 20



potential participants. Due to scheduling conflicts (unavailability on the date) 6 people declined
participation, 4 people didn’t respond to the invitation, while 1 female did not show up at the
discussion. Altogether, 9 young people participated in the discussion (structure described in Direct
beneficiary section above). Gathering young people to participate in larger numbers (bearing the mind
optimum for focus group discussions) was the greatest challenge.

Overview of key findings

Surveys — structure of respondents

To inform Project team and IT professionals about inputs needed to develop “Play It!” portal
in anticipated timeframe for its conceptualization, a minimum of 51% of respondents to each of two
surveys was sat. Such decision was based on slowness in receiving answers despite often shared initial
enthusiasm to respond.

Survey among stakeholders

By December 31%, 2025, out of 500 contacted stakeholders 101 responded to the survey,
making 20,2% of contacted stakeholders and 67,3% of stakeholders anticipated as target value in the
project proposal.

According to their legal status, as Graph 1 shows, 56% of respondents are individuals
(physical entities according to Serbian nomenclature); 21% are members of informal groups, while
23% are representing legal entities

1. U kom svojstvu ste aktivni u muzickoj industriji?
100 responses

@ Pravno lice

@ Fizitko lice
Clan/ica grupe fizickih lica — neformalna
grupa

Graph 1: Structure of respondents (legal status)

Bearing in mind that many stakeholders in Serbian music industry are often “multi-tasking”,
i.e. being engaged in various aspects of the music industry, it was important to learn about their primer
interest. Graph 2 shows how respondents primarily describe their creative contribution to the music
industry.



4. Kako biste opisali Vase delovanje u muzi¢koj industriji? (Odaberite sve odgovore koji Vas

opisuju),
100 responses

lzvodenje muzike 69 (69%)
Komponovanje muzike 47 (47%)
Snimanje muzike 41 (41%)
Muziéko obrazovanje 33 (33%)
Nesto drugo 31 (31%)
0 20 40 60 80

Graph 2: Creative contribution to the music industry

Most frequently respondents reported contribution in terms of performing music (69%),
composing music (47%), and recording music (41%). One third of respondents reported their
activities in music education, while 31% of respondents chose the option “something else”.

To specify their engagement, respondents were asked to select their primer activities. As
Graph 3 shows, 67% of respondents are primarily active in creating and performing music. Over half
of respondents are engaged in organization of concerts and other music events — among them 31%
are independent organizers while 25% are representatives of concerts agencies. According to the
frequency of selected answers, almost a third of respondents are active in music education, while 15%
are engaged in music production (most notably sound engineering). Retailers (tickets distribution)
are marginally represented in the sample, while none of retailers of music instruments responded to
the survey.

5. Koje su Vase primarne aktivnosti? (Odaberite jedan ili viSe odgovora koji najbolje opisuju Vase
aktivnosti).

100 responses

Stvaranje i izvodenje muzike 67 (67%)

Snimanje i produkcija zvuka (in...
QOrganizacija dogadaja (event a...
Organizacija festivala i koncera...
Najam prostora za organizaciju...
Najam opreme za organizaciju. ..
Prodaja karata za dogadaje mu...
Prodaja muzic¢ke opreme
Aktivnosti stru¢nih udruZenja i...
Muzicko izdavastvo

Edukacija u muzici

Nesto drugo

0

15 (15%)
25 (25%)
31 (31%)
2 (2%)
4 (4%)
1 (1%)
0 (0%)
9 (9%)
10 (10%)
30 (30%)
12 (12%)

20 40 60

Graph 3: What are your activities in music industry?
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Music artists (solo or in groups) were asked how they organize their activities on producing
and performing. Term “manager” was used to describe the person who is organizing such activities,
contributing to higher visibility of musicians and accessibility of audience to music created. As Graph
4 shows, majority of respondents reported that they are mainly left to their own devices.

6. Ukoliko ste muzicar/ka (individualno ili u grupi), da li imate svog menadzera/ku?

@ Da, stalno je angaZovan/a

@ Da, povremeno agaZujemo menadZera/ku

@ Ne, sam(a) se bavim menadzZerskim
poslovima

@ Ne sami se bavimo u saradnji sa drugima

@ Ne, za te poslove je zaduZen neko iz grupe

@ Ne, kod nas nema menadzZera tog tipa

@ Nesto drugo

Graph 4: Music management

In cases of solo artists, 38,7% of respondents reported that they are their own managers, while
9,3% of respondents creating and performing music in groups reported that a group member is
responsible for managing the group. 16% of respondents reported that no one in particular is
responsible for management.

Major means of promoting music, as Graph 5 shows, are social media, followed by direct oral
communication.

7. Ukoliko ste muzi¢ar/ka (individualno ili u grupi) ili majstor tona, kako promovisete svoj rad?

Odaberite sve Sto odgovara Vasoj praksi
76 responses

Posteri, flajeri i sl. 22 (28.9%)
Reklame na radiju i elektronski... —17 (22.4%)
Internet platforme (Spotify...) —34 (44.7%)
Website —27 (35.5%)
Instagram 57 (75%)
Facebook 57 (75%)
X (Twitter) 6 (7.9%)
TikTok —T7({9.2%)
Spotify —16 (21.1%)
Neka druga druétvena mreZa —71(9.2%)
Ziva reé —48 (63.2%)
Nesto drugo 5 (6.6%)

0 20 40 GO

Graph 5: Means of music promotion



In relation to music promotion, it is important to note that Internet platforms like Spotify and
Deezer are being used by 44,7% of responding musicians, while websites are being used by 35,5%
of responding musicians. Over a quarter of responding musicians (28,9%) reported posters, flyers and
similar communication means.

In terms of being informed about musicians’ activities, as Graph 6 shows, recommendations
from fellows in the branch is the way 76,2% of respondents / concerts and festivals organizers get
information about musicians. It is significant to note that just slightly lesser percentage of these
respondents (71,4%) reported in-person communication with musicians.

17. Ukoliko ste organizator koncerata, festivala ili drugog dogadaja koji ukljucuje koncerte, kako

dolazite do informacija o muzi¢arima / muzickim gr...daberite sve opcije koje odgovaraju Vasoj praksi.
42 responses

Posteri, flajeri i sl. koji najavij... 6 (14.3%)
Reklame izdanja | koncerata... 11 (26.2%)
Internet platforme poput Spo... 7 (16.7%)
Website muzicara/ke i muzic... 18 (42.9%)
Drustvene mreze — Instragra... 19 (45.2%)
Drustvene mreze — Faceboo... 24 (57.1%)
Drustvene mrezZe — TikTok pr... 4 (9.5%)
Drustvene mreze — profil mu... 12 (28.6%)
Zivarec/ razgovor sa izvoda... 30 (71.4%)
U komunikaciji sa organizaci... 3 (7.1%)
Direktan kontakt po preporu... 32 (76.2%)
Javni poziv na Vasem sajtu 7 (16.7%)
Javni poziv upucéen putem V... 5(11.9%)
Nesto drugo 3 (7.1%)

0 10 20 30 40

Graph 6: Informing about musicians by music events organizers

In comparing communication channels used by musicians and organizers of events, websites
are more appreciated by organizers of events (42,3% of respondents) than it was the case with
musicians (35,5% of respondents in this group). Also, while 44,7% of responding musicians referred
to Internet platforms such as Spotify and Deezer as channels to promote their music, just 16,7% of
responding organizers of events are relying on these channels as sources of information.

In terms of “Play It!” portal development, presented findings suggest that, besides social
media like Instagram, Facebook, X and TikTok (for example) being frequently used by both groups
of respondents, links to Internet platforms (Spotify, Deezer, etc.) should be emphasized to raise
attention of promoters, while musicians should be encouraged to develop their websites.

In the questionnaire respondents were asked to mark (according to their primer activities:
musicians, producers, promoters, music education, etc.) what would, beside promotion, help in
developing more inclusive music industry in Serbia. Although such data was preliminarily helpful for
programming further project activities, here is not presented because of its importance for
recommendations to be addressed to decision-makers needing the increase of responses to the survey.



Survey among Serbian citizens / audiences

Structure of respondents.
By December 31%, 2025, received were responses of 81 Serbian citizen.

According to gender, as Graph 7 shows, 53,1% were females, while 46.9% were

@ Zenski
46.9% @ Muski
@ Drugo

Graph 7: Gender structure

males.

1. Pol:

81 responses

Majority of respondents, as Graph 8 shows, are aged between 46 and 60 years of age (63% of
respondents).

2. Koliko imate godina?
81 responses

® 18-20
@ 20-30
® 3145
@ 46-60
@ 60+

Graph 8: Age structure

Young people (aged from 18 to 30 years of age) represent approximately 15% of respondents,
while mid-aged (up to 45 years of age) generation represent 18,5% of respondents. Such age structure
allows conceptualizing “Play It!” portal to understand participation of different generations in music
industry and meet their needs to contribute to the increase of their participation.



It is, also, important to note that, as Graph 9 shows, over 90% of respondents are employed,
which indicates that they have financial means to be more active in consumption of music.

4. Radni status:

81 responses

@ Ucenikica

@ Studentkinja
@ Zaposlen/a
@ MNezaposlenia
@ Penzionerka

Graph 9: Working status of respondents

Graph 10 shows respondents’ opinions on the quantity of music events in cities of residence.

6. Generalno gledano, smatrate li da u gradu u kome Zivite ima dovoljno muzickih desavanja

(klupske svirke, koncerti poznatih muzicara i grupa, festivali, promocije muzickih izdanja)?
81 responses

@ Da, sasvim dovoljno za moj ukus

@ Da, ponekad i viSe nego $to mogu da
ispratim

@ Ne, trebalo bi da ima vige

@ Ne znam

Graph 10: Satisfaction with the quantity of music events in the place of residence

In general, respondents (especially those living in larger cities) showed general satisfaction
with the quantity of music events in cities of residence, in 16% of cases even more than they can
attend to. However, 39,5% of respondents noted that there should be more musical events in their
cities of residence.

In terms of familiarity with contemporary music production in Serbia, as Graph 11 shows,
40,24% of respondents described themselves as averagely familiar.



10. Kako biste sebe opisali u kontektu upucenosti u noviju domacdu
muzi¢ku produkcije (informisanje i poznavanje scena)?

Veoma dobro sam
upucen/a, 12.20%

Dobro sam upucen/a,
21.95%

Osrednje sam
upucen/a, 40.24%

Slabo sam upuéen/a,

23.17%
Uopste nisam
upuéen/a, 2.44%
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Graph 11: Familiarity with contemporary music production in Serbia

However, it is significant that over a third of the respondents described themselves in terms
of higher familiarity (12.2% as very familiar, and 21,9% as familiar). Approximately a quarter of
respondents reported being rather unfamiliar with contemporary music production in Serbia (mildly
familiar are 23,17% of respondents and 2,44% are quite unfamiliar).

Music consumption was segregated into music editions (enabling consuming music in private
spaces) and attending performances (enabling consuming music in public). In both cases, respondents
were asked to report most frequent communication channels they use to be informed.

When it comes to being informed about music editions, as Graph 12 shows, social media and
information from friends and family are the most important information channels, followed by Radio.

12. Kako se najéesée informisete o novim muzickim izdanjima u domacoj produkeiji? (U tabeli oznacite koliko ¢esto koristite navedene kanale informisanja)

I Veomarcko [ Retto Poneled N Cesto I Veoma desto
0

Drustvene mreie Internet pockasii v Radio Novine Flajeriposten/placati Bilbord reklame Sejiovi muzickih izdavackin  Prijgtef, koege i redbina Na drugi naéin Ne informidem s2 o novim
kuca muzickim izdenjima u
domato produkeii

Graph 12: Communication channels — information about music editions in domestic production

It 1s significant to note that largest number of respondents shared that they are very rarely
looking for information about contemporary musical editions in domestic production. This suggests



that the interest in contemporary domestic music production is high. Newspapers, websites of
distribution companies, TV, fliers and billboard commercials are among the least used communication
channels.

Social media and information from friends and family are, also, the main ways in which
respondents are being informed about concerts, festivals and other events. As Graph 13 shows, Radio
remains to be important communication channel.

16. Kako se najtesée informisete o muzickim desavanjima / koncertnoj penudi u Vasem gradu? U tabeli oznatite kolko cesto koristite navedene kanale informisanja

I Veoma retto [ Retho Panhed 1 Cesto N Veoma cesto

Drusivene mreZe Internet podkasf T Radio Novine Flajer/posteriplakati Bilbord reklame Sajtovi muzitkih izdavackin - Priatel, kolege i rdoina Na drugi nacin Ne infarmidem se o nowim
kuca muzitkim izdanjima u
domado] produkcij

Graph 13: Communication channels — information about concerts, festivals and other music events

Here it is also significant to note that many respondents tend to be informed about music
events. Newspapers and websites of labels are most frequently reported as least used information
channels.

Responding to the questions on what types of promotions of both music editions in domestic
production and music events are missed most, as Graphs 14 and 15 are showing, respondents agreed
that specialized Internet portal is needed, as well as promotions in traditional (electronic) media.

13.Koja vrsta reklame/promocije muzickin izdanja u domacoj produkeiji prema vasem misljenju nedostaje?

I Najise nedostzie M Treadaimavise I Ima dovoljno

Ot poral O i Rekame-ndo i ained) Promolompenie  Posebe promo o Votealiode  Vebomtpe  Redame-doptal P ke ety oso SenEp
e

Graph 14: Types of promotion of domestic musical editions needed



17. Koja vrsta reklame/promocije muzickih dogadaja prema vasem misljenju nedostaje?

I Najvise nedostaje I Treba da ima vise Ima dovoljno

Graph 15: Types of promotion of music events needed

In sum, survey among Serbian citizens justifies the main project idea of creating the portal

where information about music production and music events are systematized to be available “on
click”.

The questionnaire included asking the respondents about their opinions on increasing
inclusiveness in Serbian music industry. Answers are being updating as the responses increased after
the preliminary activity end-date.

Qualitative data — focus groups discussions

Focus Group 1: Stakeholders - established professionals in music industry

Focus group discussion with various stakeholders in the music industry in Serbia was
organized to get in-depth perspective on challenges they face and what should/could be done to
increase inclusiveness of music industry and enhance its representations in creative sector via “Play
It!” Portal, focus group discussion was organized. Discussion was based on semi-structured
questionnaire that outlined strengths, weaknesses, possibilities (through “Play It!” portal) and threats
for inclusive music industry in Serbia.

Group consisted of 13 The group consisted of 13 people: musicians, composers, managers
(festivals and labels), sound engineer, musicologists and journalists.

Among them 2 were females and 11 were males. One participant is of Roma nationality
advocating inclusion of national minorities in the music industry.

Average age of participants was 45.
Discussion overview:

Strengths: Participants agree that main strengths of music industry in Serbia are people — their
knowledge and experiences. However, they strongly emphasized enthusiasm as key factor.

People and knowledge. The rest is the art of surviving. (Participant 1, FG stakeholders)

As you know, living in this country demands developing the art of surviving, but surviving
enables creativity for us to have freedom in expressions and authenticity. I am happy
because our festival, although we were founded now over 20 years ago, is still independent
and rather small, enabling us guitarists to feel young while spending time together and



create partnerships with other fellow musicians. I think that we are all small fires that
should be united to a bigger flame. (Participant 8, FG stakeholders)

Regarding new-coming generations, new strengths, one participant noted music education:

Serbia is among very rare countries where music education is still free. We have over 30
certified music schools and lots of children are getting music education. Many of them will
find themselves somewhere in music industry be it Philharmonic orchestra be it taverns.”
(Participant 2, FG stakeholders)

Weaknesses. In discussing weaknesses participants, most notably musicians, mentioned three
types of problems they are facing in their practices:

Lack of studios (places for rehearsing and recording) as a problem in day-to-day work was
explicitly mentioned by three participants (all musicians playing in different music groups and
different genres). Participant 5 and Participant 6, while Participant 1 noted that it is a bigger problem
for musicians who are not affirmed in mainstream, i.e. who are creating and performing alternative
music:

The more you are known in mainstream music circles, less problems finding a studio or a
gig. The problem is if you are playing alternative music, even some pop rock. Young and
emerging musicians almost do not have a chance. (Participant 1, FG stakeholders)

Continuing this participant emphasized another major problem, weakness of music industry
in Serbia — music management:

Music management! That is our great weakness and that’s what we all really need. I am
manager of my group, and it is the same for every other insufficiently promoted group, we
all have one or two persons who are doing everything — play, promotes the bend and its
music, designs and posts on social media and websites, responds to audience messages and
mails, find gigs, communicate with the venues, and everything else. Having an agent would
lift the burden from our shoulders, but there are not enough agents and rarely who can
afford them. (Participant 1, FG stakeholders)

Other participants agreed with this opinion. Musicians noted that an agent would really help
them to promote their work, while festival and concerts organizers noted that working with agents
would help them to find and book musicians and bands.

Reflecting on management issues and performances, Participant 6 mentioned almost
nonexistent fair practices in terms of being paid for performing in clubs and at festivals.

There is some unwritten rule about the prices and fees. It is provisional and negotiable.
Sometimes we, musicians and bands, agree to perform for a lower price just so we can
perform somewhere. Sometimes we get market prices, but very rarely do we get paid over
the standard fees. We need to unite and make pressure on decision makers in institutions,
organizations and companies in developing minimum fees and criteria. (Participant 6, FG
Stakeholders)



When [ was starting the festival 30 years ago, there were some standard tariffs in Deutch
Marks, equivalent to today’s 50 to 100 euros for a whole band. Nowadays, it’s like 200 to
500 euros depending on number of people in the band but roughly 50 euros per musician.
That means that it is very difficult for a musician to make decent living from music. Of
course, I’'m not talking about folk and folk-pop or other forms of music mainstream in
Serbia and Balkans. We all who are in alternative and experimental music are struggling,
so what Participant 6 noted, many things depend on budgets and available funding.
(Participant 2, FG Stakeholders)

Opportunities. Participants agreed that “Play It!” project in its campaign “Pronadi svoj put —
Sve Sto ste ikada Zeleli da znate o muzickoj industriji u Srbiji”, as well as in the small-scale survey
among stakeholders, contributed to making stakeholders aware that the problems they face in practice
are recognized. Also, participants recognized the potentials of “Play It!” portal as information hub.

Discussion of other possibilities evolved around recognized strengths and weaknesses.
According to Participant 7, larger media attention is needed for introducing classical music,
alternative and experimental musicians to the public. Although agreeing with Participant 9°s remark
on increased importance of Internet and social media, Participant 7 emphasized:

We need media, traditional media, to help us reach wider public. As there are a lot of people
who are not watching television anymore and rely on Internet, there are still a lot of people
who are watching television, listening to the radio and even reading printed press. They are
all our audience, and we need media to reach them. (Participant 7, FG Stakeholders)

Participants agree that professional associations and existing networks must take more
proactive role in music industry. According to FG participants, associations of musicians according
to the genre and technicians’ associations, especially those recognized by the Ministry of Culture as
representative cultural associations, could be more proactive in advocating for their members socio-
economic rights (separately to (re)act in accordance of specificness of their work; and jointly to
represent the needs of their members in a wider frames of music industry and creative sector).
Complementary with that should be the work of associations focused on copyrights, who could,
transparently, increase the support of musical creativity.

I am a member of SOKOJ [Association of music performers and composers primarily
working on copyright issues related to the music, comment by MV] and, therefore, voting
member of its Assembly. Also, [ am a member of one of SOKOJ’s working groups. Most
often, the meetings are in pro form. Very little discussions and initiatives. However, if, for
example, 4 of us here and many more we know who are not here today but are also the
members, get together at that Assembly meeting and say “You people from SOKOJ, here is
what we need, and here is what you can do about it. Do something about it!” And we keep
pushing, things may change. (Participant 1, FG Stakeholders)

Threats. In the discussion, even addressing strengths of music industry inspired some
participants to acknowledge threats to the music industry development, and such were the cases of
discussing weaknesses and opportunities. More coherent, strategic and inclusive cultural policies
are recognized as major threats.

One participant emphasized discontinuity and personal engagements:



I am a member of Composers’ Association of Serbia, and I was its president in 3 terms.
Also, I participated in working group to prepare Strategy for cultural development 2019 —
2029, while 25 years ago I participated in the working group formed by City of Belgrade
Secretariat for Culture to devise model to support creative forces in music industry. From
that perspective, I can tell you that discontinuity is the greatest threat. While you make
agreement with appointed Secreter or Minister’s Assistant, their terms end, new people
come and it’s like vicious cycle in which understanding of chief of cabinet is of crucial
importance. That’s what really slows us to be effective in advocating for our members’
rights. (Participant 7, FG Stakeholders)

Other participants agree that discontinuity and relying on personal contacts with
(changeable) decision-makers is threatening. In elaborating, two participants expressed the
opinions that systematic approach in cultural policy is needed.

When we talk about strengths, we talk about people. But you must be aware that the major
problem among these people is the lack of any system. We don’t even know what the model
of our cultural policy is. What are we — market economy? State-subsidiaries? Something
else? That is why governance instants must be primer to address. We need them to be
decisive so we can be clear about directions in our work in terms of — will we get support
to experiment in our musical expressions, or we should drop non-commercial and focus on
selling-out to the larger market and play for the masses. Until strategic plan is made, and
Law on Culture proscribes Strategy for cultural development, we’ll be working in the dark
and developing the art of survival. (Participant 1, FG Stakeholders)

Lack of finances and available funds is certainly a challenge for all people involved in
music industry, especially classical, alternative or experimental music. As you know,
budget for culture in general is small, and when you divide it into sectors, it gets even
smaller. But I don’t want to talk about amounts, I want to talk about the system. As you all
know, calls for projects in 2025 in all areas of contemporary creativity practically failed
because I don’t know why. We are now in late December, and no results are known. Already
weak system of support has got even weaker. We need a system in which we know aims
and objectives, what we can hope from the state and what we must do on our own. As
colleague said, it is cultural policy. (Participant 2, FG Stakeholders)

In sum, focus group consisting of stakeholders...

Focus group 2: Young and unaffirmed musicians and emerging professionals

Focus group discussion with young and unaffirmed musicians and emerging young
professionals was organized to get in-depth perspective on challenges they face and what
should/could be done to increase inclusiveness of music industry and enhance youth representations
in creative sector via “Play It!” project. Also, it was important to learn about their needs in terms of
education and training to find their ways in the music industry. Discussion was based on semi-
structured questionnaire that outlined experiences in music industry, issues of young people inclusion



in decision-making processes, possibilities (through “Play It!” portal) and knowledge needed for
increasing visibility of young and emerging artists and professionals in Serbia.

The group consisted of 9 young and unaffirmed artists and early-career music professionals.
Among them 3 were males and 6 were females. Average age of participants is 23 years. In terms of
occupation, 4 participants are undergraduate students, 2 are postgraduate students, while 3 graduated
from the faculties and started working in music-related organizations. 5 of them (one male and 4
females) are actively play an instrument or sing, while 4 of them (two males and two females) are
primarily orientated towards production of music-related contents (Radio and internet; concerts and
events organizations.

All participants actively contributed to the discussion. In few cases additionally sharing the
experiences of their colleagues, while in few cases by giving examples of more established musicians
and professionals of young generation.

Discussion overview.!

Young participants in the discussion shared different backgrounds. Although majority have
completed at least elementary music school, they emphasized that interests developed in adolescence
are crucial in backgrounds’ diversity and taking different career paths. During the discussion about
background and experiences they agreed that diversity of their backgrounds shows that the music
industry must also be diverse and embrace all who are creatively contributing to vibrant music scenes
and enrichment of music and cultural life of the audiences.

All participants have at least some experiences in music industry. While 4 of them shared their
experiences in performing, 3 of them are active in organization of concerts, festivals and events; 1 is
active as IT support for organization active in music industry, while 1 works as program editor in
music programs of Radio Belgrade focused on traditional musical expressions.

From those perspectives participants addressed problems they are facing. In summary,
juggling academic studies (undergraduate or postgraduate) and musical performances / other
engagements in music industry are the main challenges.

Regarding academic studies, 2 participants pursue their education in disciplines unrelated to
music but are engaged in performing music (Participant 6) or organization of concerts (Participant 9).
One participant is postgraduate student of management in culture, while 4 participants pursue their
education in music (2 undergraduates and 2 postgraduates). Two participants completed their
academic education.

They all agree that academic education enables young people to learn about theories and
perfect their performing skills. However, they were vocal in expressing the opinion that there is a gap
between theories and practice, and that they are mainly unprepared for how developing careers really
look like. Therefore, as their major need they emphasize improvements of curricula to strengthen
links between theory and practice in academic studies, as well as to introduce non-formal educational
and training programs that will raise practical skills in building career in music industry.

' FG with young and unaffirmed musicians and emerging professionals was held on February 6%, 2026, corresponding to
preparation of mid-term report. Hence, in-depth analysis is still in the process in Serbian and here just some observations
are presented.



This brochure that you made [“Pronadi svoj put (u muzickoj industriji)”’] makes
clear what we can expect once we leave the cradles of our faculties. However, |
hope that this is just a beginning because we really need to be educated on various
aspects of being engaged in music industry. (Participant 3, FG Youth)

I agree that education, formal or nonformal, is needed, but especially nonformal must be
practical emphasizing learning-by-doing. I was a volunteer at several at least nationally
relevant festivals, though some attracted crowds from the region. Although sometimes |
was only tasked to bring coffee and refreshments to the meeting, I learned a lot about how
festivals function. Much more than I learned in school, including faculties. (Participant 8,
FG Youth)

Two participants also noted the need of managers:

When [ was a kid, I first learned to play traditional flute. I was good and after winning
several competitions, I began to receive invitations to perform at different events. Being
just 13, it was hard for me to understand more than that someone invited me to play
somewhere. So, my Dad became my manager, communicating with organizers, promoters,
and others. Later, in my mid-teens | grew to love guitar and heavy metal, and went
underground where contacts that my Dad established are not useful. But it would be great
having someone who’d, like my Dad, help in managing practicalities while my band
focuses on creative aspects. (Participant 6, FG Youth)

[ am about to graduate as pianist. I am actually scared of what waits for me when I graduate.
I participated in competitions and performed at some concerts facilitated by my professors.
I know that I must practice every day for at least 6 hours to keep improving my performance
skills. That leaves a little time to do anything else about my career. Having a manager, an
agent who would take care of promotion and bookings and staff, would really lift the burden
from my shoulders. But I don’t know any in classical music, while in more popular musical
genres, | guess that I would have to sell my kidney for initial capital. (Participant 7, FG
Youth)

Reflecting on the need for managers, Participant 8 indicated the postgraduate courses within
Belgrade’s University of Arts faculties focusing on various aspects of management but noted that
such courses have been just recently introduced and are not well known yet.

Participants were asked to share their thoughts on inclusiveness of music industry, especially
for people with disabilities and ethnic minorities. When it comes to people with disabilities,
participants mentioned inclusive programs in music schools that enable, for example, blind and
visually impaired people to get music education, but the accessibility for people in wheelchairs
depends from music school to music school. However, the higher education goes, situation for people
with disabilities is getting increasingly difficult because of time for rehearsing, availability of learning
materials adjusted to specific needs, etc.

When it comes to musicians originating from ethnic minorities, participants noted that besides
Roma people trumpet traditions and Roma brass orchestras, young generations not belonging to the
minorities have very little opportunities to listen and learn about music of minorities.

They are somehow invisible because they rarely perform outside of their communities,
except for Roma brass orchestras. We have very little opportunities to learn for example of
Romanian or Ukrainian singing traditions, even though Romanians and Ukrainians live in
Serbia for centuries. (Participant 3, FG Youth)



In summarizing the discussion participants synthesized their prior experiences and what they
heard and learned during the discussion. Acknowledging that they are still the beginners in music
industry, they expressed fear that their opinions and ideas won’t matter until they are middle-aged.

Even though I am trusted to lead a singing group within ... [well-known and established
artistic association, comment MV] it is about occasionally asking for my opinion about
possible innovations, like ‘what would youngster do?’ I personally appreciate being asked
for the opinion, but my opinion is second-handed in decision-making processes.
(Participant 4, FG Youth)

In my experience of volunteering for several years at ... [reputable music festival,
comment MV] I am positive that voices of us young people are most often falling to the
dumb ears. Whether you make a remark that our generation is not ‘working’ like anticipated
to receive the messages and contents, or you make concrete proposal, it is always on what
is called ‘grey heads’ to make a call. They hesitate to share contacts with us, they are
reluctant to invite us on meetings, and so on. I think that the lack of inter-generational trust
is the major threat for sustainable music industry in Serbia. (Participant 8, FG Youth)

Focus group discussion ended with participant’s expressions of great gratitude for being
invited to share their experiences and opinions. They enthusiasm for implementation of following
phases of “Play it! Project implementation. Specific inputs on conceptualization of following training
program are currently being analyzed.



Annex 1: Questionnaire for small-scale survey among stakeholders (in Serbian)
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[Please see attached: 1.1.1.1_Screenshot_StakeholderQuestionnaire.pdf]

Opsti podaci:

U kom svojstvu ste aktivni u muzic¢koj industriji?
Pravno lice

Fizicko lice

Clan/ica grupe fizi¢kih lica — neformalna grupa

Da li ste ¢lan/ica nekog domaceg stru¢nog udruzenja? (odgovaraju samo samostalni
umetnici/e, profesionalci/ke i saradnici/e u kulturi)

Da, ¢lan(ica) sam udruzenja u oblasti kulture (navesti koje)

Da, ¢lan(ica) sam udruzenja u oblasti medija (navesti koje)
Ne

Da li ste ¢lan neke domace ili medunarodne profesionalne asocijacije?
Da, ¢lan(ovi) sam/smo domace asocijacije (navesti koje)

Da, ¢lan(ovi) samo medunarodne asocijacije (navesti koje)
Ne

Kako biste opisali Vase delovanje u muzic¢koj industriji? (Odaberite sve odgovore koji Vas
opisuju).

Izvodenje muzike
Komponovanje muzike
Snimanje muzike

Muzicko obrazovanje
Nesto drugo (navedite Sta):

Koje su Vase primarne aktivnosti? Odaberite jedan ili viSe odgovora koji najbolje opisuju
VaSe aktivnosti.

Stvaranje i izvodenje muzike

Snimanje i produkcija zvuka (inzenjeri zvuka)

Organizacija dogadaja (event agencije) 1 aktivnosti promotera

Organizacija festivala i1 koncerata 1 slicnih formi nastupa uzZivo

Najam prostora za organizaciju dogadaja muzicke industrije



Najam opreme za organizaciju dogadaja u muzickoj industriji
Prodaja karata za dogadaje muzicke industrije

Prodaja muzicke opreme

Aktivnosti strucnih udruzenja i organizacija u muzic¢koj industriji
Muzicko izdavastvo

Edukacija u muzici

N Y A B A B

Nesto drugo (navedite $ta):

Naredni set pitanja se odnosi na muzicare/ke (individualno ili u grupi) i majstore tona.

— Ukoliko predstavljate ustanovu / organizaciju koja se bavi organizacijom koncerata i
drugih dogadaja koji uklju¢uju muzicke nastupe predite na pitanje br. 17.

— Ukoliko predstavljate izdavacku kucéu predite na pitanje br. 19.

6. Ukoliko ste muzic¢ar/ka (individualno ili u grupi), da li imate svog menadZera/ku?

1 Da, stalno je angazovan/a da komunicira sa izdavacima 1/ili organizuje studijski rad i
nastupe.

1 Da, povremeno agazujemo menadzera/ku da komunicira sa izdavac¢ima i/ili organizuje

studijski rad 1 nastupe.

Ne, sam(a) se bavim menadzerskim poslovima.

Ne sami se bavimo u saradnji sa drugima.

Ne, za menadZerske poslova je zaduZen/a saradnik/ca iz grupe.

Ne, kod nas nema menadZera tog tipa.

O oo ono

Nesto drugo (navesti §ta)

7. Ukoliko ste muzicar/ka (individualno ili u grupi) ili majstor tona, kako promovisete svoj rad?
Odaberite sve §to odgovara VaSoj praksi
Posteri, flajeri 1 sl.

Reklame na radiju i elektronskim medijima
Internet platforme (Spotify...)

Website

Instagram

Facebook

X (Tweeter)

TikTok

Spotify

Neka druga druStvena mreza (navesti koja)

Ziva re¢

e e Y s Y s Y A IO

Nesto drugo (navedite Sta):
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Ukoliko ste muzicar/ka (individualno ili u grupi) ili majstor tona, kako dolazite do informacija
o koncertnim prostorima u Vasem gradu? Odaberite sve ponudene odgovore iz Vase prakse.
Na sajtovima poznatih koncertnih prostora
Na sajtovima organizacija poput SOKOJ
Na sajtovima strukovnih udruzenja
Drustvene mreze — Instagram

Drustvene mreZe — Facebook

Drustvene mreze — TikTok

Neka druga drustvena mreza (navesti koja)

Usmeno od organizatora koncerata

Usmeno od organizatora programa u ustanovama kulture (kulturni centri, domovi omladine,
isl)

Usmeno od vlasnika lokala u kojima se odrzavaju zivi nastupi

Informacije prosleduju strukovna udruzenja u koja sam uclanjen/a

Ne informiSem(0) se o koncertnim prostorima jer dobijam(o) pozive da nastupam(o).

Ne znam, to je posao mog/naseg menadzera.

Nesto drugo (navesti Sta)

Ukoliko ste muzicar/ka (individualno ili u grupi) ili majstor tona, kako dolazite do informacija
o festivalima i drugim dogadajima sa muzi¢kim sadrzajima na kojima biste mogli nastupati /
sa kojima biste mogli saradivati? Odaberite sve Sto odgovara Vasoj praksi.

Na sajtovima festivala

Na sajtovima gradova i opStina

Na sajtovima ustanova kulture (kulturni centari / domovi kulture / domovi omladine)

Na sajtovima strukovnih udruzenja
DruStvene mreze — Instagram

Drustvene mreZe — Facebook

Drustvene mreZe — TikTok

Neka druga drustvena mreza (navesti koja)

Putem li¢nih poznanstava sa organizatorima / ustanove kulture

Putem li¢nih poznanstava sa organizatorima / event agencije i promoteri

Ne informiSem(o) se o festivalima i drugim dogadajima jer dobijam(o) pozive da
nastupam(o).

Ne znam, to je posao mog/naseg menadzera.

Nesto drugo (navesti §ta)

Ukoliko ste muzi€ar/ka (individualno ili u grupi) ili majstor tona, kako dolazite do informacija
o muzicarima / muzi¢kim grupama sa kojima mozete saradivati? Odaberite sve §to odgovara
Vasoj praksi.

Posteri, flajeri i sl. koji najavljuju koncerte i/ili muzicka izdanja

Reklame izdanja i koncerata na radiju i elektronskim medijima

Slusanjem muzike putem Internet platforme poput Spotify
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Website muzicara/ke ili muzicke grupe
Drustvene mreZe — Instagram

Drustvene mreze — Facebook

Drustvene mreZe — TikTok

Neka druga druStvena mreza (navesti koja)

Internet platforme poput Spotify i sl.

Ziva re¢ / razgovor sa izvodatima na koncertima i promocijama izdanja
Direktan kontakt po preporuci koleg(inic)a

Nesto drugo (navedite $ta):

Ukoliko ste muzic€ar/ka (individualno ili u grupi), na koje nacine uspostavljate saradnju sa
majstorima tona? Odaberite ono $to odgovara Vasoj praksi (najvise 3 odgovora).

Imam(o) stalnog tonca

Studio obezbeduje osobu/e za produkciju (snimanje, produkcija, mastering, i sl).
Izdavacka kuca obezbeduje

Za koncerte obezbeduje koncentni prosttor osobu/e za ton.

Li¢nim poznanstvima

Na preporuku drugih muzicara/ki

Nesto drugo (navesti Sta)

Ukoliko ste majstor tona, na koje nacine uspostavljate saradnju sa muzi¢arima i muzi¢kim
grupama, odnosno muzickim studijima, izdavacima 1 organizatorima koncerata? Odaberite
ono §to odgovara Vasoj praksi (najvise 3 odgovora).

Po pozivu (navesti koga)

Stalno sam angazovan/a u produkcijskoj kuci

Povremeno sam angazivan/a u muzi¢kom studiju

Povremeno me angazuje agencija

Li¢nim kontaktima

Dobijam pozive putem strukovnog udruZenja ¢iji sam Clan/ica
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Nesto drugo (navesti Sta)

Ukoliko ste muzic€ar/ka (individualno ili u grupi) ili majstor tona, kako dolazite do informacija
o muzickim studijima u kojima moZete veZbati 1 snimati? Odaberite sve §to odgovara VaSoj
praksi.

Li¢nim poznanstvima sa vlasnicima muzickih studija

Na preporuku kolega/nica muzicara/ki

Na preporuku tonaca

Izdavacka kuca obezbeduje studio

Strukovno udruzenje pruza potrebne informacije

Nesto drugo (navesti §ta):




14. Ukoliko ste muzicar/ka (individualno ili u grupi), kako finansirate koris¢enje muzickih
studija i snimanje muzike? Odaberite ono §to odgovara Vasoj praksi (najvise 3 odgovora).
Samostalno / sami dajete novac za koriS¢enje studija

To je deo ugovora sa izdavacem

KonkurisSem(o) kod Ministarstva kulture, AP Vojvodine, grada / opStine

Konkurisemo kod strukovnih udruzenja i SOKOJ

Sponzorstva privatnih kompanija

Imam(o) sopstveni studio

O doooono

U dogovoru sa vlasnikom/com studija definiSem(o) nadoknadu u naturi (npr. br. Kopija
izdanja)
1 Nesto drugo, navesti Sta

15. Ukoliko ste muzicar/ka (individualno ili u grupi), kako ste u proteklih 5 godina dolazili do
informacija o izdavackim ku¢ama koje mogu objaviti Vasa izdanja? Odaberite ono §to
odgovara Vasoj praksi (najviSe 3 odgovora).

Pregledom sajtova izdavackih kuca

Li¢nim poznanstvima sa menadzerima izdavackih kuca

Na preporuku kolega/nica muzicara/ki

Na preporuku tonaca

Strukovno udruZenje pruza potrebne informacije

Imamo uspostavljenu dugoro¢nu saradnju sa jednom izdavackom kuc¢om
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Nesto drugo (navesti §ta):

16. Ukoliko ste muzicar/ka (individualno ili u grupi) ili majstor tona, Sta bi Vama li¢no ili VaSoj
grupi pomoglo da povecate svoju vidljivost u muzickoj industriji Srbije?

Gotovo da ne | Malo bi | Ne bi | Pomoglo bi Veoma bi
bi pomoglo pomoglo odmoglo a ne pomoglo
bi ni pomoglo

Transparetnije
procedure
izdavackih
kuca u
odluc¢ivanju o
muzi¢kim
projektima
koje
podrzavaju
(Javni pozivi /
konkursi sa
jasno
istaknutim
kriterijjumima
odlucivanja)




Transparentniji
pozivi
muziarima i
muzic¢kim
grupama  od
strane
organizatora
koncerata 1
sli¢nih
dogadaja (javni
pozivi /
konkursi sa
jasno
istaknutim
kapacitetima i
kriterijumima
odlucivanja).

Transparentniji
sistem
distribucije
sredstava
ostvarenih
prodajom
ulaznica
(dostupnost
informacija o
organizacionim
i drugim
troSkovima od
znacaja za
produkciju
koncertnih
deSavanja).

Programi
obuke za bolje
pozicioniranje
u javnosti
(kako
unaprediti
promociju
Vaseg rada
online i offline)

Ve¢a podrska
razvoju
menadzmenta
u muzickoj
industriji /
lakse
angazovanje
menadZera/ke
koji/a bi se
bavio/la




plasmanom
Vaseg
kreativnog
rada.

Ve¢a podrska
muzickoj
produkciji na
svim
instancama
(viSe sredstava
na konkursima

Republike
Srbije, AP
Vojvodine, 1
lokalnihs
amouprava).

Ve¢a podrska
koncertnim
aktivnostima
na svim
instancama
(konkursi
Republike
Srbija, AP
Vojvodine,
lokalnih
samouprava).

Obezbedivanje
prostora /
studija od
strane jedinica
lokalne
samouprave
(po  principu
konkursa  za
koriS¢enje
prilagodenih
prostora).

Naredni set pitanja se odnosi na organizatore koncerata / festivala / drugih dogadaja koji ukljucuju
koncerte.

17. Ukoliko ste organizator koncerata, festivala ili drugog dogadaja koji ukljucuje koncerte, kako
dolazite do informacija o muzi€arima / muzi¢kim grupama koje mogu nastupati na festivalu
ili drugom dogadaju koji organizujete? Odaberite sve opcije koje odgovaraju Vasoj praksi.

1 Postert, flajeri 1 sl. koji najavljuju koncerte 1/ili muzicka izdanja

OJ

Reklame izdanja i koncerata na radiju i elektronskim medijima
1 Internet platforme poput Spotify
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Website muzicara/ke 1 muzickih grupa

Drustvene mreze — Instragram profil muzicara/ke ili muzicke grupe

Drustvene mreze — Facebook profil muzicara/ke ili muzic¢ke grupe

Drustvene mreze — TikTok profil muzicara/ke ili muzicke grupe

Drustvene mreze — profil muzicara/ke ili muzic¢ke grupe na nekoj drugoj drustvenoj mrezi
(navesti kojoj)

Ziva re¢ / razgovor sa izvoda¢ima na koncertima i promocijama izdanja
U komunikaciji sa organizacijama poput SOKOJ i strukovnih udruzenja
Direktan kontakt po preporuci koleg(inic)a

Javni poziv na Vasem sajtu

Javni poziv upuéen putem Vasih stranica na druStvenim mrezama.
Nesto drugo (navedite $ta):

Da li ustanova / organizacija koju predstavljate ima definisanu politiku koncertnih nastupa
(samostalnih 1/ili u okviru festivala/manifestacija i drugih dogadaja koje organizujete?

Da, politika koncernih deSavanja se definiSe kroz srednjoro¢ni plan razvoja ustanove /
organizacije s obzirom na misiju i viziju.

Da, na godiSnjem nivou se definiSe plan koncerata koje organizujemo (ukljucujuci festivale i
druge dogadaje) sa Sirom listom pozvanih muzicara/ki i muzickih grupa.

Na godiSnjem nivou imamo kalendar deSavanja ali se o konkretnim ucesnicima odlucuje ad
hoc.

Ne, sve zavisi od raspolozivih sredstava pa se pozivaju muzicari i muzic¢ke grupe koje mogu
da se uklope u budzet.
Nesto drugo (navesti §ta)

Naredni set pitanja se odnosi na izdavacke kuce.

. Kako dolazite do informacija o muzicarima / muzi¢kim grupama ¢ija ostvarenja Vasa

izdavacka ku¢a moze objaviti? (odgovaraju samo predstavnici izdavackih kuca)

Posteri, flajeri i sl. koji najavljuju koncerte

Reklame koncerata na radiju 1 elektronskim medijima

Internet platforme poput Spotify

Website muzicara/ke ili muzicke grupe

Drustvene mreZe — Instragram profil muzicara/ke ili muzicke grupe

Drustvene mreze — Facebook profil muzicara/ke ili muzicke grupe

Drustvene mreze — TikTok profil muzicara/ke ili muzicke grupe

Drustvene mreze — profil muzicara/ke ili muzic¢ke grupe na nekoj drugoj druStvenoj mrezi
(navesti kojoj)

Ziva re¢ / razgovor sa izvoda¢ima na koncertima
Direktan kontakt po preporuci koleg(inic)a
Nesto drugo (navedite Sta):




20. Da li Vasa izdavacka kuca ima definisanu politiku od znacaja za odabir muzicara 1 muzickih
grupa ¢ija ¢ete ostvarenja objaviti?

] Da, imamo kratkorocan strateski plan koji obuhvata razlic¢ite muzicke Zanrove.

"] Da, imamo definisanu Zanrovsku orijentaciju u odnosu na koju vr§imo odabir muzicara i
muzickih grupa na nasem label-u

] Da, akcentujemo mlade i neafirmisane muzicare/ke 1 muzicke grupe bez obzira na zanr.

] Ne, odluku donosimo shodno proceni komercijalnih potencijala muzic¢ara/ke i muzickih

grupa.

] Ne, odabir se vrsi s obzirom na preporuke u muzickim krugovima.

] Nesto drugo (navesti Sta)

21. U narednoj tabeli smo izneli nekoliko tvrdnji koje predstavljaju izazove za mlade muzicare/ke
1 muzicke grupe u muzickoj industriji u Srbiji. Molimo Vas da ocenite u kojoj meri se slazete

sa tim tvrdnjama.

Uopste se
ne slazem

Ne
slazem se

Slazem
se

Veoma se
slazem

Ne znam

Ne zelm da
odgovorim

Bukvalno sve funkcionise
po principu li¢nih
poznanstava.

Nerazvijena je
»institucija“ menadzZera
koji bi muzic¢arima i
muzickim grupama
pomogli u organizaciji
snimanja muzike i
koncertnih nastupa.

Malo je prostora za
vezbanje.

U¢i u studio da bi se
snimila muzika je gotovo
nemoguce ako ne
podignete kredit.

Grad / opstina ne daje
podrsku produkeiji
muziCkih dela.

Malo je izdavackih kucéa.

Izdavacke kuce su
usmerene prevashodno ka
afirmisanim muzi¢arima i
muzickim grupama.

Organizatori koncerata 1
festivala se viSe pouzdaju
u afirmisane muzicare i
muzicke grupe.

Struc¢na udruzenja se
trude da obezbede




povoljniji socio-
ekonomski polozaj
muzickih umetnika i
profesionalaca u
muzickoj industriji.

SOKOJ je jedina
organizacija koja vodi
racuna o autorskim
pravima muzickih
stvaralaca.

Podrska muzickoj
produkeciji na
republickom i
pokrajinskom nivou je
nedovoljna.

Lokalne samopurave daju
podrsku izvodenje
muzickih programa ali
gotovo da nema podrske
za muzicku produkciju.

Sistem prodaje i naplate
ulaznica je
monopolizovan od strane
nekoliko kompanija u toj
oblasti i dovodi
muzicare/ke 1 muzicke
grupe u neravnopravan
polozaj.

22. Molimo Vas da navedete ukoliko imate neki komentar s obzirom na gore navedene tvrdnje:

23. Sta bi, po Vasem misljenju, doprinelo razvoju inkluzivne muzi¢ke industrije u Srbiji? Molimo
Vas ocenite u kojoj meri se slaZete sa orgovorima ponudenim u tabeli.

Gotovo da | Malo bi Ne bi Pomoglo Veoma bi | Ne Zelim
ne bi pomoglo odmoglo a | bi pomoglo da
pomoglo ne bi ni odgovorim
pomoglo

Programi

obuke za

mlade i

neafirmisane

muzicare/ke

da bi se snasli
u muzickoj
industriji.

Programi
obuke za
muziCare/ke sa
invaliditetom




da bi se snasli
u muzickoj
industriji.

Programi za
jacanje
kapaciteta svih
muzicara/ki za
povecanje
vidljivosti
svog
stvaralastva
online 1
offline.

Veca podrska
razvoju
menadZzmenta
u muzickoj
industriji.

Veca podrska
muzickoj
produkciji na
svim
instancama
(Republika
Srbija, AP
Vojvodina,
lokalne
samouprave).

Veca podrska
izvodenju
muzike na
svim
instancama
(Republika
Srbija, AP
Vojvodina,
lokalne
samouprave).

Obezbedivanje
prostora /
studija od
strane jedinica
lokalne
samouprave
(po principu
konkursa za
koris¢enje
prilagodenih
prostora).

Transparetnije
procedure
izdavackih




kucau
odlu¢ivanju o
muzi¢kim
projektima
koje
podrzavaju.

Transparentniji
pozivi
muzicarima i
muzic¢kim
grupama od
strane
organizatora
koncerata 1
sli¢nih
dogadaja.

Transparentniji
sistem
distribucije
sredstava
ostvarenih
prodajom
ulaznica.

24. Ukoliko imate jo$ neki predlog za inkluzivniju muzic¢ku industriju u Srbiji molimo Vas da
navedete

HVALA!




Annex 2: Questionnaire for small-scale survey among Serbian citizens / audience
(in Serbian)

[1.1.1.1_Screenshot_AudienceQuestionnaire.pdf]

Pol:

Zenski
Muski
Drugo

) [ e

2. Koliko imate godina?

18-20
20 - 30
30-45
46 — 60
60+

0 O R O B O A

Stepen obrazovanja
Osnovna skola

Srednja skola

Fakultet

Magisterijum / doktorat

o O R o R O

Radni status:
Ucenik/ca
Student/kinja
Zaposlen/a
Nezaposlen/a

0O 0000 &

Penzioner/ka



5. Sta od navedenih aktivnosti, volite da radite u slobodno vreme?

R.b Aktivnost Jako volim Volim R Ne volim e stze ne
n/a sam volim

1 Odlazak na pozorisnu 1 ) 3 4 5
predstavu

2 | Odlazak u bioskop 1 2 3 4 5

3 Odla;:ak u muzej ili 1 ) 3 4 5
galeriju
Obilazak kulturno

4 | istorijskih spomenika i 1 2 3 4 5
lokaliteta

5 Slusgnje klasi¢ne 1 ) 3 4 5
muzike
Slusanje

6. | eksperimentalne 1 2 3 4 5
muzike

7. | SluSanje dZzez muzike | 2 3 4 5

8. | SluSanje rok muzike | 2 3 4 5

9. Slusanje trad1c1onaln§ / 1 ) 3 4 5
izvorne narodne muzike
Slusanje savremene

10. folk muzike ! 2 3 4 >

11, Pretrazivanje interneta 1 2 3 4 5

12. | DruStvene mreze 1 2 3 4 5

13. | Gledanje televizije 1 2 3 4 5

14. | Gledanje filmova 1 2 3 4 5
Citanje knjiga

15| (ukljusujudi i e-izdania) ! 2 3 4 >
Citanje novina

16| (ukljucujuci i e-izdania) ! 2 3 4 >
Bavljenje nekom

17. | umetnickom aktivnoscu 1 2 3 4 5

(slikanje, pevanje...)

6. Generalno gledano, smatrate li da u gradu u kome Zivite ima dovoljno muzickih

7.

deSavanja (klupske svirke, koncerti poznatih muzic¢ara i grupa, festivali, promocije

muzickih izdanja)?

"1 Da, sasvim dovoljno za moj ukus

Da, ponekad 1 viSe nego $to mogu da ispratim

0
1 Ne, trebalo bi da ima viSe (navesti Cega)
|

Ne znam

Koliko ste u proteklih godinu dana novca izdvojili za kupovinu muzickih izdanja (ploce,

diskovi, i sl)
[0 Do 10 evra




°

[ N R O A O A B

10.

|

J

]

(I I R B A

] 11-20evra
0 21-50e¢vra
0 51-100 evra
0

Vise od 100 evra

Koliko ste u proteklih godinu dana novca izdvojili za preplate na Internet muzi¢kim

servisima (YouTube, Spotify, Deezer i sl.)?
] Do 10 evra

11 -20 evra

21 —50 evra

51 —-100 evra

Vise od 100 evra

0O doo

Koliko ste u proteklih godinu dana novca izdvojili za odlazak na koncerte (ukljucujuéi

festivale)?

Do 10 evra
11-20evra

21 — 50 evra

51 -100 evra
Vise od 100 evra

Kako biste sebe opisali u kontektu upucenosti u noviju domacu muzic¢ku produkcije
(informisanje i poznavanje scena)?

Veoma dobro sam upucen/a, redovno pratim sve Sta se deSava po razli¢itim Zanrovima
Dobro sam upucen/a, redovno pratim sve Sta se deSava u Zanrovima koji me interesuju a
povremeno 1 druge Zanrove.

Osrednje sam upucen/a, koliko mi vreme 1 druge obaveze dozvoljavaju da pratim

Slabo sam upucen/a, samo §ta vidim/¢ujem/proc¢itam od reklama i najava ili cujem od
prijatelja/rodbine/kolega.

Uopste nisam upucen/a, ne znam nista o novijoj domacoj muzickoj produkeiji.

. Kako biste ocenili domac¢u muzi¢ku produkciju?

Veoma slaba, osim mejnstrima ni¢eg drugog nema.

Slaba, malo je i retko se nalaze izdanja muzicara i grupa koji neguju alternativne muzicke
izraze, dzez, bluz, etno, savremena klasi¢na muzika.

Zadovoljavaju¢a za moje potrebe i interesovanja

Vrlo dobra, moZe da se nade od svega pomalo

Odli¢na, zanrovski je veoma raznovrsna.

Ne znam



12. Kako se najceS¢e informisete 0 novim muzi¢kim izdanjima u domacoj produkciji? U
tabeli oznacite koliko ¢esto koristite navedene kanale informisanja

Kanali informisanja | Veoma retko Retko Ponekad Cesto Veoma cCesto

DrusStvene mreze

Internet podkasti

TV

Radio

Novine

Flajeri/posteri/plakati

Bilbord reklame

Sajtovi muzickih
izdavackih kuca

Prijatelji, kolege i
rodbina

Na drugi nacin, koji:

Ne informiSem se o
novim muzickim
izdanjima u domacoj
produkeciji

13. Koja vrsta reklame/promocije muzickih izdanja u domacéoj produkeiji prema vasem
miSljenju najviSe nedostaje? Izaberite SAMO TRI odgovora pored kojih ¢ete upisati ocene
1 (najvise nedostaju), 2 (treba da ima vise) 1 3 (ima dovoljno)

Vrsta reklamiranja/promocije Rang

Objava na druStvenim mrezama

Objave na sajtovima ustanova/organizacija u kulturi

Objave na podkastima

Obavestavanje kroz mejling liste

Reklame na lokalnoj televiziji

Reklame u lokanim Stampanim medijima

Reklame na lokalni radio stanicama

Reklame na nacionalnoj televiziji

Reklame u nacionalnim Stampanim medijima

Poseban portal posve¢en muzici

Aplikacija o muzi¢kim deSavanjima za mobilne telefone

Vec¢i broj plakata i bilborda u gradu

Reklame u javnom prevozu

N I IS = =S N=1 I NI [V BN IR [

Flajeri na info punktovima u gradu (ukljucujuéi knjizare, prodavnice ploca i
diskova, trzne centre, kafice itd.)

Podela besplatnih ulaznica putem radija i televizije

—_ | —
A\ [

Nesto drugo, Sta:

—
|

Mislim da je trenutna promocija sasvim odgovarajuca

14. Na koliko koncerata ste bili u proteklih godinu dana (ukljucujudi i festivale)?
1 Do5

Do 10
11-15

(|




1 16-20
(1 Vise od 20

15. Koliko ¢esto ste u proteklih godinu dana posetili svirke u klubovima u Vasem gradu

(ukljucuje nastupe istih izvodaca)?
1 Nijednom

"] Do 5 puta

] 6-10 puta

1 11 —-20 puta

] Vise od 21 put

] U mom gradu nema klubova za muzicke dogadaje

16. Kako se najceS¢e informisete 0 muzickim deSavanjima / koncertnoj ponudi u Vasem

gradu? U tabeli oznacite koliko ¢esto koristite navedene kanale informisanja

Kanali informisanja | Veoma retko Retko Ponekad

CCStO

Veoma Cesto

Drustvene mreze

Internet podkasti

TV

Radio

Novine

Flajeri/posteri/plakati

Bilbord reklame

Sajtovi muzickih
izdavackih kuca

Prijatelji, kolege 1
rodbina

Na drugi nacin, koji:

Ne informiSem se o
koncertnoj ponudi

17. Koja vrsta reklame/promocije muzickih dogadaja prema vaSem misSljenju najviSe

nedostaje? Izaberite SAMO TRI odgovora pored kojih ¢ete upisati ocene 1 (najvise

nedostaju), 2 (treba da ima vise) 1 3 (ima dovoljno)

Vrsta reklamiranja/promocije

Rang

Objava na druStvenim mrezama

Objave na sajtovima ustanova/organizacija u kulturi

Objave na podkastima

Obavestavanje kroz mejling liste

Reklame na lokalnoj televiziji

Reklame u lokanim Stampanim medijima

Reklame na lokalni radio stanicama

Reklame na nacionalnoj televiziji

Reklame u nacionalnim Stampanim medijima

Poseban portal posveéen muzici

Aplikacija o muzi¢kim deSavanjima za mobilne telefone

Vec¢i broj plakata i bilborda u gradu

|t [ [
wl\),_‘o\OOO\]O\QI‘I-PUJ[\)r—A

Reklame u javnom prevozu




14

Flajeri na info punktovima u gradu (ukljucujuéi knjizare, prodavnice ploca i
diskova, trzne centre, kafice itd.)

15

Podela besplatnih ulaznica putem radija i televizije

16

Nesto drugo, Sta:

17

Mislim da je trenutna promocija sasvim odgovarajuca

18.

O 0dooogog

19

20

21.

Kako biste ocenili zastupljenost mladih muzicara/Ki (solo i u grupama) na muzickim
scenama i u javnom prostoru (ulice, trgovi, parkovi i druga javna mesta za
reklamiranje i nastupe muzicara i muzickih grupa)?

Veoma lose — mladih muzicara/ki gotovo da nema u javnom prostoru

Slabo — veoma je mali broj mladih muzic¢ara/ki na sceni i u javnom prostoru
Osrednje, ima mladih u mejnstrimu ali manje u alternativnim Zanrovima

Dobro, mladi mogu da se afirmisu ako stvaraju i izvode kvalitetnu muziku
Odli¢no, mladih muzic¢ar/ke su veoma zastupljeni na scenama i u javnom prostoru

Kako biste ocenili zastupljenost muzi¢ara/ki sa invaliditetom (solo i u grupama) na
muzic¢kim scenama i u javnom prostoru (ulice, trgovi, parkovi i druga javna mesta za
reklamiranje i nastupe muzicara i muzickih grupa)?

Veoma loSe — nisam ¢uo/la da na na§im muzickim scenama i u javnom prostoru uopste ima
muzicara/ki sa invaliditetom.

Slabo — veoma je mali broj muzicara/ki sa invaliditetom na sceni i u javnom prostoru
Osrednje, ima muzicara/ki sa invaliditetom na scenama i u javnom prostoru ali su
nedovoljno afirmisani.

Dobro muzicari/ke sa invaliditetom koji stvaraju 1 izvode kvalitetnu muziku su veoma dobro
afirmisani.

Odli¢no su zastupljeni s obzirom na opStu populaciju.

Kako biste ocenili zastupljenost muzicara/ki (solo i u grupama) pripadnika/ca
nacionalnih manjina na muzi¢kim scenama i u javnom prostoru (ulice, trgovi, parkovi
i druga javna mesta za reklamiranje i nastupe muzicara i muzickih grupa)?

Veoma lose — muzicara/ki koji pripadaju nacionalnim manjinama gotovo da nema na
scenama i u javnom prostoru

Slabo — osim trubaca veoma je mali broj muzicara/ki koji pripadaju nacionalnim manjinama
na sceni i u javnom prostoru

Osrednje, ima muzicari/ki koji pripadaju nacionalnim manjinama na scenama i u javnom
prostoru ali su nedovoljno afirmisani.

Dobro, muzicari/ke koji pripadaju nacionalnim manjinama koji stvaraju i izvode kvalitetnu
muziku su veoma dobro afirmisani.

Odli¢no su zastupljeni s obzirom na opStu populaciju.

Sta bi, po Vasem misljenju, doprinelo razvoju inkluzivne muzitke industrije u Srbiji?
Molimo Vas ocenite u kojoj meri se slazete sa tvrdnjama ponudenim u tabeli.



Gotovo | Malo bi Ne bi Pomoglo | Veomabi | Ne zelim

danebi | pomoglo | odmogloa | bi pomoglo | da

pomoglo ne bi ni odgovorim
pomoglo

Mladim, kao i
muzi¢arima/kama sa

invaliditetom i
pripadnicima

manjina treba
omoguciti vise
programa obuke za
snalazenje u
muzickoj industriji.
Organizatore

festivala treba
obavezati da,
ukoliko dobiju
sredstva iz javnih
fondova za

realizaciju festivala,
u program ukljuce
makar po jednog/nu
mladu muzicara/ku /
DJ / MC ili muzicku
grupu iz drustveno
osetljivih grupa
(mladi, osobe sa
invaliditetom,
pripadnici
nacionalnih
manjina).

Muzicke izdavacke
kuce treba obavezati
da ukoliko konkurisu
za dodelu sredstava
iz javnih fondova
makar jednom u dve
godine predloze
objavljivanje izdanja
muziCara/ke ili
muzi¢ke grupe iz
drustveno osetljivih
grupa.

Organizatori
muzickih deSavanja
(koncerti, festivali,

prostori za
promociju muzic¢kih
izdanja) moraju

obezbediti




pristupacnost za sve
drustvene grupe.

Republika, pokrajina
1 jedince lokalne
samouprave treba da
ulazu vise napora da
materijalno  podrze
muzicku produkciju

stvaralaca 1z
drustveno osetljivih
grupa.

Republika, pokrajina
i jedince lokalne
samouprave treba da
ulazu vise napora da
nematerijalno

(reklama, 1  sl.)
afirmiSu ~ muzicke

stvaraoce iz
druStveno osetljivih
grupa.

Mediji treba da viSe
promovisu izdanja i
koncerte muzicara/ki
i muzickih sastava iz
druStveno osetljivih

grupa.

Nema S§ta da se
pomaze, svima su
Sanse iste a kvalitet
¢e se pokazati bez
obzira na pripadnost
razliitim grupama.

22. Ukoliko imate jo$ neki predlog za inkluzivniju muzic¢ku industriju u Srbiji molimo Vas da
navedete

HVALA!




Annex 3: Outline for Focus Group Discussion 1 — stakeholders in music industry

(in Serbian)

Predstavljanje ucesnika (u kom svojstvu su aktivni u muzickoj industriji) -

Iskustva u muzickoj industriji:

L.

II.

I1I.

IV.

Snage:

. Sta su po vasem misljenju najveée snage muzi¢ke industrije u Srbiji?

. U ¢emu se prema vaSim znanjima i iskustvima ogledaju najveéi problemi

muzicke industrije u Srbiji (a da nisu samo pare)?

Problemi:

. Kakva je situacija po pitanju informisanosti o prostorima, festivalima, berza

rada...?

. Sta je fer narocito za tehnicku 1 organizacionu podr§ku muzi¢arima, toncima itd.

Moguénosti:

. Sta bi bilo potrebno udiniti da se unapredi muzicka industrija u Srbiji? Da li

imate neki predlog za reSavanje problema koje ste pominjali?

. Sta jos vidite kao moguénosti za unapredenje muzicke industrije u Srbiji?

Pretnje:

. Sta su po vasem misljenju pretnje za razvoj muzi¢ke industrije u Srbiji? Sta

ozbiljno ugroZava njen sistemati¢an razvoj?

. Kako bi, po vaSem misljenju, te pretnje mogle da se uklone ili umanje?



Annex 4: Outline for Focus Group Discussion 2 — young and unaffirmed artists

II.

III.

IV.

and emerging professionals (in Serbian)

Predstavljanje u€esnika (ime, prezime, koliko godina, instrument, solo muzicar

ili bend + Sta vidite kao svoju licnu snagu u svetlu muzike i/ili snagu vase grupe
/ benda).

Iskustva u muzi¢koj industriji (snage i1 problemi):

. Kako biste opisali svoja iskustva u muzickoj industriji — od ulaska u studio za

veZbanje do nastupa?

. Sta su bili najveéi problemi kada ste pocinjali a §ta su sada kada imate makar

nekog iskustva?

. Kako se uopste informiSete o prostorima, festivalima...?

. Volontiranje placeno ili neplac¢eno, prva iskustva dobijanja honorara...?

Potrebe 1 mogucénosti:

. Koje potrebe imate u pogledu daljeg razvoja vasih karijera u muzickoj industriji

(profesionalna orijentacija 1 edukacija u pogledu planiranja karijere, dalje

usavrSavanje muzickih vestina, nesto trece...)?

. Koja vrsta znanja i1 veStina vam najvise nedostaje da biste nasli svoje mesto pod

suncem uzicke industrije u Srbiji? Da 1i bi programi obuke o snalazenju u

muzi¢koj industriji pomogli?

. Sta bi po vasem misljenju trebalo uraditi da se muzi¢ka industrija vise otvori ka

mladim 1 neafirmisanim muzi€arima, tehni¢arima, producentima, ukljucujuci 1

muzicke stvaraoce sa invaliditetom i pripadnike manjina?

Pretnje:

. Koliko se vas$ glas / vaSa miSljenja i opaZanja uvazavaju kada treba da se donesu

neke odluke?

. Sta su po vasem misljenju pretnje za razvoj muzi¢ke industrije u Srbiji? Sta

ozbiljno ugrozava njen sistematican razvoj?

. Kako bi, po vasem misljenju, te pretnje mogle da se uklone ili umanje?



