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A few years ago, Lindsley
and Associates conducted a
study for the Nashville

Chamber of Commerce from which a
marketing plan for the Nashville
music industry emerged. Most of the
findings of that study, focusing on the
strengths and weaknesses of Nash-
ville and its music industry, remain
relevant. 

The major strengths of the
Nashville music industry included its
worldwide reputation, the existence of
many successful music firms, support-
ive industries and services (e.g., banks
and universities), proximity to cus-
tomers and suppliers, reasonable wage and salary levels, a receptive publishing sec-
tor, and lower cost of doing business than that of Los Angeles or New York.

The Nashville music industry’s principal weaknesses were perceived to be over-
reliance on country music, negative attitudes toward expansion to genres other than
country or Christian, its weak connection with the city, limited space on Music
Row, lack of interaction with non-music industries, outsiders’ ignorance of the
music industry, and an ambivalence toward economic development.

Basically, however, it appeared that significant opportunities existed for music
industry growth and health due to certain changes occurring outside of the indus-
try, including lack of major economic development efforts by other cities; a strong
and growing Nashville economy; growing cost pressures on entertainment sectors,
making Nashville more attractive; and growing demand for lower-cost film and tel-
evision productions.

Concomitant with the above opportunities, there also exist certain threats to the
music industry—the declining growth rate of country music, the seeming inability
of Nashville to overcome the “Hee Haw” image bestowed upon it, and the dual
threats of an increasing crime rate and cost of living.

Based on the above findings, we can reach certain general conclusions. The
music industry in Nashville is strong and healthy, albeit undergoing continuing
necessary adjustments to market conditions. People in the industry are happy with
Nashville, by and large, particularly as concerns quality of life compared to other
music centers. Nashville is uniquely positioned to make significant growth in this
industry. Its central location and music industry base make it a logical site for sup-
pliers and partners in the music business. While country music largely put
Nashville on the music industry map, the recent growth in other areas represents a
major opportunity for economic development. Finally, there is a tremendous
opportunity in public relations and marketing to narrow the gap between the per-
ceptions and reality of Nashville.

Utilizing various strategies—positioning itself as an entertainment center; main-
taining the integrity of the country music sector; fostering the growth of other
music genres; working to improve its general infrastructure; developing an
increased presence in film, television, and video; increasing intra- and inter-indus-
try communications; strengthening public relations activities; and planning more
effectively for space and facilities—Nashville can develop an even stronger and
more economically vibrant music industry. 

—Horace E. Johns, Editor
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