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Social media platforms
(e.g., Facebook, Instagram)
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Subscription audio streaming
(e.g., Spotify Premium, Apple Music, Melon)
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(e.g., free tier of Spotify
and Deezer)

(e.g., YouTube,
DailyMotion, Niconico)
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(e.g., TikTok, Triller)
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17.7

hours

Time spent listening to music each week
(up from 18 hours globally in 2019)

People are spending more time
listening to music through
subscription audio streaming

That’s the equivalent of listening
to 368 3-minute songs a week

said that music provided
enjoyment and happiness
during the pandemic
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