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Abstract 

This essay investigates the trend of music and small video APPs in the world in the post-
COVID era and proposes a preliminary business plan for a brand-new APP i.e VEMU. The 
author gives a detailed analysis of how the internet entertainment industry has evolved 
and changed immensely due to the COVID-19 pandemic and explains why the e-
commerce and online entertainment and communication industries are experiencing 
such rapid growth. Secondly, the author gives a thorough analysis of factors of Tiktok’s 
success and makes a comparison among major music and video APPs, from which the 
author works out the marketing gap and functions of VEMU that differentiates it from its 
counterparts. The author argues that VEMU’s functions sets it in a totally different 
playing field than other traditional music APPs. Unlike the traditional type of small video 
applications like Tiktok, VEMU is a video application that insists and focuses on music 
itself, extracting all of the other types of sound. The author then further lays out the 
business expansion plan of VEMU, with the first stage introducing signed artists and 
records companies to attract users, the middle stage stabilizing user growth and the last 
stage forming a mature music-commercial system and establishing cooperation with 
investors and records companies who have real potential. 
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1. Introduction 

Since 2020, the internet entertainment industry has evolved and changed immensely. 
Lockdowns and health concerns during the COVID-19 pandemic forced people develop a life 
habit of self-quarantine and social distancing, which however, brought business opportunities 
that heavily depend upon online communication and entertainment. According to a research of 
The New York Times, from Jan 21, 2020 to March 24, 2020, Youtube’s daily traffic saw an 
increase by 15.3% [1]. Tiktok gained 500 million downloads, of which 130 million was from the 
U.S. During the pandemic, the world witnessed a silent evolution [2]. It was China that was first 
hit by the pandemic. Unprecedently, new waves of online shopping marketing strategies 
evolved to resolve the lack of physical economy. The majority of companies chose to hold online 
conferences and sessions to promote and direct production. Supermarkets developed delivery 
APPs for to promote online sales. 

2. Research Background 

As was stated by the WHO, the COVID-19 pandemic is most likely to see its end in two years. 
Since social distancing is and will continue to be the norm of global lifestyle, the rising trend of 
online communication and entertainment will arguably last even after 2020. By all means, for 
the video entertainment industry, this is the perfect timing to seize such opportunity for 
substantial expansion and growth. 

The concept of social distancing and online living, to some extent, has freed us from various 
time-consuming routines that compartmentalize our lives into many fragments of time such as 
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commuting to work and to school and social networking in pubs and restaurant. Therefore, it 
saved people much more time. Many of us chose to spend those time on entertainment, which 
in turn gave investors a chance to transform it into value.  

Tiktok boosted its downloads to 2 billion half-year after the outbreak of the pandemic. Specific 
genres of music would be automatically fitted according to the viewer’s preferences. It has 
specific staff and an analyzation system that conduct research every week based on the hot 
charts of a country or region. Therefore, it automatically recommends popular types of songs 
and hot hits to the user on the background music selection page. As Tiktok expands its business 
globally, it also takes business localization into consideration. The music will be recommended 
to the user, not only through an analysis of his or her taste, but also according to popularity and 
preference of the country or region, so that everything is marketed to its utmost. 

Speaking from the demographics, the targeted customers for music APPs or software are 
mainly viewers from 16 to 24 years of age—these for the people who have the most passion to 
appreciate music and have the need to use small videos as a form of self-expression. According 
to the statistics provided by omnicore, half of Tiktok users who are under the age of 34, and 
globally, 26% of users are distributed among the age range of 18-24[3]. Musically.com stated 
that in 2019, 84% of its users are 16-24 years old, the highest among all age groups. The U.S. 
has the largest music consumer market in the world, and it is said that 68% of Americans aged 
from 18-34 listen to music every day. In India, the number is 52%. The COVID-19 pandemic 
resulted in an era where video entertainment prevails as the world is solely rebuilding itself 
from collapse. Therefore, this is the perfect timing for the video and music IT industry to thrive 
[4,5]. 

Judging from the vast market of the video and music IT industry, the range and potentials of 
VEMU’s future are not only infinite but also realizable on a practical level. 

According to an online questionnaire research that was conducted recently by Indiana 
University among its students, since the outbreak of the COVID-19 pandemic, half of the 
respondents use Tiktok on a daily basis. One IU student remarked that he “would still use it 
because it’s another social media thing” that he is “addicted to” and he foresees a habitual 
continued use of the APP in his part until the end of the pandemic. 

3. Introduction of VEMU 

Unlike the traditional type of small video applications like Tiktok, VEMU is a video application 
that insists and focuses on music itself, extracting all of the other types of sound. What we aspire 
to is to provide is a paradise, a perfect environment to explore fine music of one’s choosing in a 
pleasant and convenient mode. 

Artificial intelligence which is similar to Tiktok would target and trace customer’s musical and 
artist’s preferences. What differentiate VEMU from all other APPs is that it provides a channel 
for professional artists to express themselves. If the user wants to be an artist, VEMU provides 
a channel for them to be a verified artist so as to promote their own music. 

4. Commercial Channel of VEMU 

As a matter of fact, all companies, studios, or individuals have the channel to invest in VEMU for 
the promotion of their music.  

4.1. Promotion of Sponsored Music:  

To screen out unpopular music from the users, a systematic calculation would be brought on 
all sponsored music (for those without contract). If a VEMU music video got few likes with few 
amounts of plays, fewer people would be recommended to watch it.  
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Contract with the cooperating record and entertainment companies will guarantee amounts of 
plays regardless of the number of likes. While audiences swiping through the “recommendation” 
videos, these singers and artists will get top sponsor position. 

In other cases, the recommendation system will also keep up with the trending topics and songs 
in specific regions in order to provide the most targeted and suitable content for customers.  

4.2. Keys to Increase Popularity 

1. In the early stages, freemium service with limited amounts of songs and time would be 
provided to contracted companies and artists. 

2. Establish a user-centered calculation and recommendation system. 

3. Allow direct music insertion from other music platforms. 

4. Develop a community system that helps users to find other users who have the same taste 
and aspiration  

5. Marketing Plan 

5.1. Early Stage (First 2 months) 

First, VEMU will develop a cooperation plan with other music apps so that it will gain 
advertisement chances in their pages. Through advertisement, people would know VEMU’s 
overall layout and functions.  

Videos playlists would be generated according to the customer’s daily playlist and search 
history. At the same time, more possible preferred music and videos will be recommended to 
users. Freemium service for all records companies and artists would become noticeable users 
of the APP and attract more future users. 

5.2. Middle Stage 

After a certain amount of growth, VEMU will gain a number of user base and enough number of 
videos and artists. For start-up artists, sponsorship fees and advertisement fees could be 
charged. 

5.3. Mature Stage 

Mature music-commercial system has formed. Establish cooperation with investors and 
records companies who have real potential on VEMU. 

6. Conclusion 

To sum up, the business market for the online entertainment industry is rapidly growing in the 
pandemic era. Companies of music APPs and small video APPs are given a great opportunity to 
expand and reinvest during the COVID-19 pandemic. These contributes greatly to the vast 
expansion of APPs like Tiktok. However, VEMU is a totally different type of APP that focuses on 
the appreciation and production of the music industry. The author sees a market availability 
and proposes a detailed business plan for VEMU. It includes early stages of freemium service 
with limited amounts of songs and time would be provided to contracted companies and artists; 
a user-centered calculation and recommendation system as well as future cooperation plans 
with investors and records companies who have real potential.  
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